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Rough Proofs 


Jack Paar says the farmers have 
now become so rich that the corn 
silk has been replaced with nylon. 

vgy¥ssy’ 

Charles R. Denny Jr., FCC 
chairman, told the NAB that the 
operation of new stations is costly. 
It’s reported that quite a few 
people have already found this 
out for themselves. 

~~ 

More than 40% of the teachers 
have “fled the profession” since 
1941, says the Advertising Coun- 
cil. Has that statistic anything to 
do with the record breaking num- 
ber of weddings and new babies 
since that time? 

vw 

Webb Young, Trader, is telling 
readers of mail order advertising 
how pappy found out he could 
groow apples in New Mexico. 
Pretty soon they’ll be calling him 
Old Jimmy Appleseed. 

. @ YF 

“Just one ardent homemaker,” 
insists American Home, “makes a 
better paying advertising audience 
than any number of stenographers 
or glamor girls.” 

But what do you call a home- 
maker who delivers to the table a 
beautiful steak adorned _ with 
fried onions? 

vwy 

“If you’ll cut down on those 
New York trips and concentrate 
on your local market, you’ll build 
business,” Joe DuMond, of Water- 
loo, Ia., told the NAB. 

There must be something about 
New York that not even Waterloo 
can supply. 

vwey 

Bonwit Teller is advertising that 
if the fur tax is reduced before 
next February 1, the amount of 
the reduction will be refunded to 
purchasers. 

The customer can thus enjoy 
the luxury, with or without the 
tax. 

vwy 

Norwich Pharmacal employes 
attending the AFL chemical work- 
ers’ convention handed out full- 
size bottles of Pepto-Bismol the 
morning after the convention’s big 
beer party. 

Where were the delegates from 
Bromo-Seltzer? 

vvwey 

“House Beautiful leads all home 
magazines in alcoholic beverage 
advertising.” 

Naturally the readers are in- 


terested in interior decoration, 
tor 

: vwy 

WGN offers for fall football 
croadeasts “a nationally known 


portseaster, Jack Brickhouse, and 
a schedule that is completely mid- 
western, where the best football 
is y ayed.” 
But this week New York can 
to be the place where the 
baseball is being played. 
vwy 
hn M. Outler Jr. 
) station managers to spend | 
time listening to their own 
icasts. This is almost as 
utionary an idea as telling | 
ishers they ought to read their 
papers. 
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, i ae 
herman Billingsley is said to 
id $200,000 a year for presents 
listribute to his guests. Re- 
membrance advertising must be 
rd to put over in a night club. 
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Car ‘Bootlegging 
Toughest Problem 
We Face: Keating 


Insists Chevrolet 
Has Best Record; 
Hits at Editorial 


By 8S. R. BERNSTEIN 


Detroit — The editorial in the 
Aug. 18 issue of ADVERTISING AGE, 
indicting automobile manufactur- 
ers for having done a poor job of 
preventing “bootlegging,” over- 
‘priced sales, overloading with ac- 
cessories and ridiculously low 
trade-in allowances, was unfair to 
Chevrolet, and perhaps to other 
manufacturers, in the opinion of 
|'T. H. Keating, Chevrolet’s general 
| sales manager. 
| “We recognize this problem of 
| public relations in connection with 
| the fair and equitable distribution 
|of our limited production as the 
most important problem facing us 
now,” Mr. Keating told ApvErTis- 
Inc AcE, “but it is an intensely 
difficult problem to cope with, and 
from the very first we have made 
|intensive efforts to solve it. I 


has done the best job in the in- 
dustry of lessening these evils; yet 
your editorial, which mentioned 
only Chevrolet by name, was ap- 


people to mean that you were 
| singling Chevrolet out for special 
condemnation. This is unjust and 
unfair.” 

In a two and a half hour session 
in his office, Mr. Keating and 
Henry G. Little, executive vice- 
president of Campbell-Ewald 
Company, the Chevrolet agency, 
took ADVERTISING AGE behind the 
scenes to demonstrate that no 
problem the automobile industry 
has ever faced has been as hard to 


in the limits posed by law and 
reality, Chevrolet has done every- 
thing possible to curb abuses. 


Buyers Do Bootlegging 


The problem of policing auto- 
mobile sales in a market where 
“in effect we are selling $10 bills 
for $7,” and where, in the case of 
Chevrolet, pent up demand prob- 
ably won’t be met for at least 18 
months, is so complex as almost 
to defy analysis, Mr. Keating in- 
| sisted. 

“Bootlegging” is at once the 
most important and the most dif- 
ficult of the problems facing a 

(Continued on Page 44) 


Creative Man... 
says memorial copy 


handle as this one, and that, with- | 


honestly believe that Chevrolet | 


y? 20 TEMPTING VaemeTES 
Ae 
Re re 


parently taken by a good many | 


} 


| sell about $25,000,000 worth of automobiles, which come in two lines, 
|a small car retailing at $1,300-$1,500, and a larger car at $4,500-$6,000. 


Ce Ba 


STARTS DRIVE—Snow Crop Marketers 

will start a series of full-color pages in 

The Saturday Evening Post Oct. 25 with 

this "40 tempting varieties" appeal. 

Maxon, Inc., is the agency. (Story on 
Page 8.) 


Biggest Campaign | 
Plannedfor'48 
Ford Truck Line 


DetTroir — Ford Motor Com- 
pany’s 1948 line of trucks will be 
introduced to the public “with the | 
largest and most comprehensive | 
advertising and sales promotion | 
program in the history of the com- 
pany,” 
week. 

Ford will seek first place in the | 


| 


it was announced last! 


truck field by emphasizing that it! 
now manufactures the widest | 
range of truck models it has ever | 
produced. 

The campaign, as outlined by | 
J. R. Davis, Ford vice-president | 
and director of sales and advertis- 
ing, will utilize space in more 
than 1,600 newspapers, national 
magazines, trade and vocational | 

(Continued on Page 61) 


| administrative problems, 
|ing government relations, interpre- 
| tation and code enforcement. 


|commercial is in “good taste.” 


E Printing Industry Chief 
i Hits Equipment Makers 


Newcomb Also Claims 
Paper Discrimination; 
Manuals Released 


FRENCH Lick, IND. — Manufac- 
turers of printing machinery have 
failed to meet the printing in- 
dustry’s demands, and suppliers 
of paper have discriminated 
against the industry. 

These charges were made here 
last week by James F. Newcomb, 
president of Printing Industry of 
America, whose more than 3,100 
members handle 75% of the in- 
dustry’s volume in the U. S. 


Code Revisions 
to Be Weighed 
by NAB Board 


Special Committee 
Screens Suggested 
Changes in Rules 


WASHINGTON—Broadcasters_ will : ; , 
have a final chance during Oc-| “Our industry is getting the ma- 
tober to “sell” NAB board mem-|Chinery that was designed and 
bers on modifications in the in-| pretty thoroughly tested before the 
dustry code of self regulation | war,” Mr. Newcomb declared. “We 
adopted at Atlantic City. have heard rumblings of revolu- 

Changed or not, the code is to| tionary new equipment but we are 
become effective Feb. 1. Broad-| still waiting for the revolution. I 
casters are already on notice that | definitely feel that, considering the 
any contract signed after Sept. 19| high wage scales paid in our in- 
should be subject to final code | dustry, we have not made suffi- 
provisions. cient progress in reducing cost 

A special board committee under | through better and faster proc- 
Harold Fellows, WEEI, Boston, is | €SS€S. 

“screening” possible code revisions| “Last year, in my annual re- 
for the final action of the board|port, I called upon the printing 
during November. machinery manufacturers to speed 

Once the code revisions up the process of supplying the 
completed, NAB will then iu printing industry with more ad- 
vanced machinery. We have 
the capital to invest if we can get 
the equipment.” 


are 
* to 
includ- 


May Need Special Machinery 
Broadcasters 


Hits Paper Associations 


were agreed at | He added that complaints are 


| the convention that some special increasing that some manufactur- 
machinery might be necessary to|ers no longer make adequate pro- 
|interpret code provisions, as, for| vision to set up new machinery in 
example, how to determine proper working order. 
whether a laxative or deodorant; Turning next to the paper trade, 
Mr. Newcomb said: 

“We are shocked when mem- 
bers of associations in the supply 


While the NAB’s programming 
(Continued on Page 58) 


Last Minute News Flashes 
Sun-Maid Raisins Get Record Postwar Ad Budget 


FRESNO, CaL.—Sun-Maid Raisin Growers of California, with a 1947- 
48 advertising program that calls for the largest appropriation since 


the war, will seek to build volume 
seasonally. 


tensive list of national magazines, 


issue of The Saturday Evening Post. 


Austin Motor Appoints Mathes Agency 


New YorK — Austin Motor Company, Birmingham, 


tions account. 


The campaign will feature outdoor posters in selected 
markets this fall, tying in with a year-’round ad schedule in an ex- 


field apparently adopt a policy on 
matters affecting us as customers 
and fail to consult us. A good 
example of this is the recent wide- 
spread reductions or eliminations 
of commercial discounts in the 
paper trade. 

“I am not sure whether this de- 
cision was made by the paper 
trades through their associations, 
}but I am concerned that as a cus- 
[tomer organization we were not 
consulted. For many printers the 
existence of standard discounts 


sales through the year, instead of 


including a spread in a November 
Maxon, Inc., is the agency. 


England, has|has been of considerable help. 

named J. M. Mathes, Inc., to handle its advertising and public rela-|Perhaps if prices had been in- 
An advertising campaign will begin in November, and | creased by 2% and the discounts 

the company expects to spend between $1,500,000 and $2,000,000 in|left, we would have been less 


its first year. It hopes during the 


Peach Cream Pie to Get: Joint November Promotion 
The Carnation Company and the Cling Peach Ad- | 


MILWAUKEE — 
visory Board will jointly boost a 


year starting in mid-November to| aroused. Perhaps the action of the 


paper merchants was in response 
to a previous action by paper mills 
in changing their billing 
credit practices. 


and 


s ; Publishers Are Preferred 
Carnation peach cream pie recipe 


e |! during November with four-color copy in women’s service magazines| “It has been pointed out that 
| is cold. See Page 4}. 'and farm publications paid for by Carnation. The peach board will|no industry can consult its cus- 

Other features: |use full-color pages in more than 30 newspapers plus The American | tomers legally in the interest of 
| Weekly and This Week, and both will offer point-of-sale material. | the elimination of a trade prac- 
| Ad- libbing | |tice, and yet—I fail to see how 
| Advertising ta the Tost Mege f Reo Motors Shifts Account to Brooke, Smith |the uniform actions taken with 
Deaeiinunt Store Sales LANSING, Micu.—Reo Motors, Inc., will move advertis sing of Reo | respect to discounts without con- 
Editorials \2| trucks, transit coaches and school buses from Grant Advertising, De- |sulting representatives of cus- 
Getting Personal 14| troit, to Brooke, Smith, French & Dorrance, Detroit and New York. on|tomers or customers themselves 
Information for Advertisers 12 Dec. 1. Plans for 1948 include expanded advertising in national maga-| differs in any way from their 
In Washington 36| zines, newspapers, business and vocational publications, and an ag- | elimination after consultation. 
ser namin Revi x gressive sales promotion program. Reo was listed by Magazine Adver- “Still another matter which has 

otographic Review 


Private Lines 
Rough Proofs . 
Voice of the Advertiser 


4 
a! 


tising Bureau as spending $140,224 
year. 


(Additional News Flashes on Page 63) 


in magazines and newspapers last |disturbed us has been the ex- 


listence of volume discounts ‘on 
| paper to publishers which are not 
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available to commercial printers 
buying in the same volume.” 

Mr. Newcomb, president of PIA 
for two years, pointed out that 
membership has grown from 1,047 
to more than 3,100 since July, 
1945; that PIA’s budget has in- 
creased from $70,000 to $150,000 
a year, and that “we have built 
up a fine industrial relations serv- 
ice, we have developed a first- 
class scale book, a contract man- 
ual and a staff capable of provid- 
ing expert guidance to the- in- 
dustry and its members.” 

He said that the industry, al- 
though now in a healthy condition, 
has not raised its prices as much 
as its labor costs have risen, and 
“if and when” business recedes, 


STOP sending bulky DIS 


to Chicago conventions. Simply send 
blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
display in your booth within 24 to 36 hrs. 


Fred Mees, Bindery, 262¢,20475 ST. 


high labor rates may result in 


printing volume.” Last year, he 
observed, printing houses were 
able to pass wage increases along 
to customers, but this year had to 
absorb some of the wage costs as 
more competition developed and 
buyers began shopping around. 


Pfeiffer Speaks 


Frank Pfeiffer, Reynolds & 
Reynolds, Dayton, urged PIA 
members to improve their busi- 
ness management methods be- 
cause free enterprise depends 
much upon how well “little indus- 
try” meets the good management 
test. 

“We are a very important part 
of the American economy,” Mr. 
Pfeiffer observed. “Our industry 
ranks second in the number of 
manufacturing outlets and fifth in 
dollar volume. Therefore, we can- 


not dodge our obligation, first as 
good citizens and Americans, and 


second, as good business men, to 
take advantage of every oppor- 


_ tunity to improve the management 


| technique through better manage- 
“greater than anticipated losses in | 


ment controls.” 


He said a principal fault of | 


management—and one that had 
prevented many printing houses 
from expanding — is that top ex- 
ecutives do too many subordinate 
tasks and thus have little time for 
important duties. They devote too 
much time to the mechanical and 
not enough to the managerial 
duties, Mr. Pfeiffer asserted. 

Mr. Pfeiffer and U. S. Public 
Printer A. E. Giegengack joined 
in revealing the new “PIA Re- 
search and Operations Manual,” 
part of the long-range PIA edu- 
cation program. It covers six sub- 
jects: book binding paste, bindery 
glues, type metals, process of 
marbelizing paper, detergents for 
printers and book binding ad- 
hesives. 


Part of Education Plan 


Also revealed was a new “PIA 
Uniform Accounting and Cost 
Finding” manual, covering gen- 
eral accounting and cost finding— 
the latter a revision of the old 


They can’t wait to get at the easy sales 
in the rich IOWA inarket 


Who wouldn't jump at the chance to capture a 
whole state full of free spenders—in one con- 
venient package! You can do it with the Des 


Moines Sunday Register, the unique newspaper 


that covers 67 2 


rich parcel is yours for a milline rate of only $1.66. 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 


Z of lowa... wraps up a state-wide 
market ranking with America’s top 20 cities! This 


* Bais aN 
~*~ Obge, 4_ 
on ; 


PACKAGES A STATEWIDE URBAN MARKET 


THE DES MOINES 
REGISTER anv [RIBUNE 


Wy “e =] 


RANKING AMONG AMERICA'S TOP 20 CITIES 


Rasic Member American Newspaper Network 


) | dent, 
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| United Typothetae of America cost 
|system. Under the education pro- 
gram, members paying $200 will 
receive the two manuals and nine 
textbooks, plus additional mate- 
rial. 

Among the many speaking at 
the convention on the labor situa- 
tion was Cayl Dunnagan, retiring 
president of PIA’s Union Em- 
ployers Section, who said that 
leadership of the International 
Typographical Union apparently 
is willing, in its effort to by-pass 
the Taft-Hartley Act, to go to the 
extent of damaging the union’s 
own stability as an organization. 

Mr. Dunnagan stressed that “the 
employers . . . have no intention 
of using the new law to combat 
unionism. . . Sales and employ- 
ment are at a high level and should 
not be capriciously disrupted.” 

If the ITU refuses to bargain, 
then there is nothing printers can 
do about it except go on operating 
“as best we can without contracts,” 
he added. “We cannot accept pro- 
posals which are not proposals, 
contracts which are not contracts, 
or any other memoranda of doubt- 
ful legal character without laying 
ourselves open to charges of col- 
lusion or ccnspiracy to violate the 
law.” ; 


McMurry More Severe 


| A stronger position was voiced 
|by Robert N. McMurry, Chicago 
|management consultant who was 
| active in last year’s Franklin As- 
|sociation-ITU wage dispute in 
| Chicago. 

| Mr. McMurry advised open shop 
|employers, first, carefully to 
|screen new employes — including 
lasking previous’ employers 
{whether the job applicant is a 
| trouble maker; second, have a sys- 
'tematic program of close com- 
| munication with employes to dis- 
cover causes of dissatisfaction; 
third, correct legitimate com- 
|plaints; fourth, when union or- 
| ganizing is involved, to study the 
‘union’s strength, study employe 
attitudes, correct legitimate griev- 
lances, analyze union arguments, 
'answer those arguments in plant 
posters or letters to employes, and 
“finally, management can refuse 


‘|to negotiate with union representa- 


|tives except under NLRB aus- 
| pices.” 

| Thomas Shroyer, general coun- 
| sel of the joint study committee 
|of Congress to observe operation 


| of the Taft-Hartley Act, predicted, 


|without further elaboration, that 
ithe ITU “will be unsuccessful in 


| |its device to escape responsibility 
| |under the new law” through re-| 
fusing to sign contracts. 
| 


|| ANPA AND PRESSMEN 


CONTINUE ARBITRATION 


|Pressmen’s Union and the Ameri- 
can Newspaper Publishers Asso- 
ciation—represented, 
by George L. Berry, IPU presi- 


| putes. 
| Since 1902 the publishers and 
|pressmen have arbitrated all dif- 
\ferences, the announcement said. 
|The renewed agreement requires 
|that publishers and local unions 
| who sign the document accept ar- 
|bitration as the sole determina- 
\tion of civil liability. 
must start within 30 days 
|notice of dispute. A new 


after 


all controversies. 

The ANPA has approved the 
document. Major Berry will sub- 
mit it to members of his union 
|for final approval in an October 
referendum. 


Joins Display Guild 

Jay Harold, formerly research 
director for Salesmakers, Inc., has 
joined Display Guild, New York, 
as sales research and promotion 
| manager. 


| New York — The International | 


respectively, | 


and George N. Dale of| 
, |ANPA—have announced that they | 
| |have continued the contract pro-| 
{ |viding for arbitration of all dis- 


Arbitration | 


provi- | 
sion guarantees prompt relief in| 


Printing Industry 
Members Expect 
Prices to Rise 


FRENCH Lick, IND.—Competition 
among printing plants is definitely 
increasing, according to a survey, 
of 1,200 members of Printing In- 
dustry of America. 

The survey, released at PIA’. 
annual convention here last week, 
shows 522 companies reporting jn- 
creased competition; 515 finding 
competition unchanged from last 
year and only 46 reporting a de- 
cline. One-fourth report serious 
“cut-throat” price competition 

As to printing prices, 777 re. 
ported them higher, 281 said they 
were no higher and 24 reported 
declining prices since 1946. Prices 
will advance, 608 predicted, while 
520 foresee no price rises and 89 
expect a drop. 

Although nearly half the report- 
ing members have found more 
"shopping around” by their cus- 
|tomers, nearly 90% expect their 
| business to be as good or better 
}in the next 12 months as in the 
preceding year. 

More than 90% consider the at- 

| titude of their employes satisfac- 
|tory. Only 56% are seeking more 
| workers, but most of these are 
|having trouble finding employes. 
The association, which represents 
|about 75% of the printing indus- 
|try’s volume, estimates that PIA 
|members employ about 16,000 vet- 
|erans as apprentices. 
A large proportion of both let- 
| terpress and offset plant operators 
|have expanded or expect to ex- 
| pand their facilities, the survey 
|shows. In the past year, 40% 
have boosted composition facili- 
ties, 60% have expanded press- 
room facilities and 46% have ex- 
panded their binderies. Many 
others said they intend to expand 
as soon as possible. 


‘Look’ to Include 


Letterpress Inserts 

Look, New York, plans to ac 
cept full-page, four color letter- 
|press inserts effective with its 
| Second issue in January, 1948, of- 
fering advertisers the choice of 
|letterpress or rotogravure repro- 
duction. 

Inserts will be produced by 
| American Colortype Company, 


|Chicago. The gravure work 
handled by Alco-Gravure divi- 
| Sion of Publication Corporation, 
| Chicago. 


You 
Must Be 
Pouring Money 
into Advertising | 


So said a customer to one 


our clients recently. 
| Actually the client is running 
a truly modest schedule 
| single pages in alterna 
months in 6 trade papers. 
| How does a modest sched 
It te 


create such an effect? 
custome 


exactly the 
need to know about the pr 


what 


uct in an irresistibly attract 


way, giving the message 
impact out of all proportion 
the expenditure. 


IT DOESN’T PAY 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc.- ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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Switching a famous quotation from feminine to masculine like 
this is hitting below the belt, and we extend apologies to everybody, especially 
to Shakespeare. But it suddenly occurred to us how futile 


these oft-quoted words would be were the gender of the pronouns changed. 


Most men will agree that there is little infinite variety 
in them. Their stalwart dependability and lack of 
change, of course, is what most appeals in men to women. For women 


go in for infinite variety in a big way. 


A woman is always ready to enlarge her living capacity — to grasp new 


things and translate them into living material for her and hers. i 
Women find so much living material in the Journal that it has f Saal 
become a useful part of their lives. That is why more women mm 


buy and read the Journal than any other magazine with audited circulation. qu Yj as 4 
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Cory Appoints Hoye 
R. Nicholas 


@ . \\ \ \\ 
LUMINESCENT DF LAL. 
Sue GEDGELOR te Suess 


ager of Cory Corporation, Chicago, 
succeeding R. A. Johnson, who 
fn been | has joined Celotex Company. Mr. 
named assistant advertising man-| Hoye, who joined Cory earlier this 
year, was previously with Chicago 
as advertising 


Electric Company 
manager. 


Starts Luggage Drive 


Skyway Luggage Company, Se- 
attle, through J. Walter Thompson 
Company, Seattle, has opened a 
fall campaign with a four-color 
page in Holiday, headlined ‘‘Fash- 
. by Skyway.” 


ioned to Last. . 


The schedule calls for full-color 
ads in the November issue of 
Holiday, December issue of Made- 
moiselle, and the back cover of 
the December Holiday. 


\Ryle Transferred 


Joseph D. Ryle has been named 
European director of public rela- 
tions of American Overseas Air- 
lines, with headquarters in Lon- 
don, succeeding W. Holden White, 
who has resigned because of ill 
health. Mr. Ryle was formerly 
eastern regional director of nublic 
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relations, 
New York. 


Union Bag Adds Plant 


Union Bag & Paper Corporation, 
New York, has begun operation of 
a new plant in Savannah, Ga., 
which will have an ultimate ca- 
pacity of 5,000 tons of corrugated 
sheets and boxes monthly. The 
company opened its first Savan- 
nah plant in 1936, and the new 
operation will add 400 persons 
to the more than 4,000 already 
employed there. 


with headquarters in 


What can you SELL 


to a couple 
of cliff-dwellers? 


Can you sell them a hot-water heater? Or a home freezer, a dozen 
squares of shingles, 10 gallons of paint or a kitchen sink?.. . You'll 
agree—most of the things made for homes can be sold only to people who 
have homes. And the BEST MARKET IS AMONG PEOPLE WHO 
OWN THEM. Do you know where to find these people? 71% of 


our subscribers own their own homes—way above the average 


for urban magazines, even the ones written for home makers. Farm 
families have what it takes to buy—28% billion dollars cash in- 


LOS ANGELES: TUCKER 1078 « SAN FRANCISCO: EXBROOK 159 « 


By 
READ IN 


GRAHAM 


"PHONE US AT: NEW YORK: MURRAY HILL 3-7190 * CHICAGO: CENTRAL 0475 ¢ PHILADELPHIA: LOMBARD 3-5820 « CLEVELAND: SUPERIOR 4275 * DETROIT: MADISON 7893 
PACIFIC COAST, c/o W. F. COLEMAN CO, e« 


PATTERSON e 


SEATTLE: ELLIOT 4315 « 


come, 19 billion dollars in savings. Remember too, they have 
23% MORE RETAIL BUYING POWER than urban families. 
Anyway you look at it, it’s a big market worth cultivating. We're 
BIGGEST in the country—and we don't get them all. Like to see 
the facts on farm retail buying power that won an American 
Marketing Association award? Just pick up your telephone! 


Karm Journal 


—in the country 
2,650,000 HOMES 


PUBLISHER 


PORTLAND: VERMONT 4187 
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NBC Reorganizes 
Television Team 
for Network Push 


New YorK—NBC’s reorganiz 
tion of its video staff is views 
as the network’s first step toway 
implementing its “full - speeg 
ahead” television policy. 

Announcement of the personne 
shifts was made last week } 
Frank E. Mullen, executive vicg. 
president, who is in charge of thd 
over-all direction of this phase of 
NEC activity. 

John F. Royal, vice-president 
who has been directing televisio 
for the network, has been name 
an assistant to the executive vice 
president. In this new position 
he will concentrate on televisioy 
programming. At one time he wa 
vice-president in charge of pro 
grams for NBC. 

Noran E. Kersta, who previous|j 
held the title of manager of th 
television department, now is dj 
rector of television operations 
Personnel of the television de 
partment will report to him. 


Hammond Shifted 


To free O. B. Hanson, vice 
president and chief engineer, t 
work out technical problems ji 
connection with establishing 
television network, George Mc 
Elrath, manager of the engineer 
ing department, has been upped t 


'director of engineering operation 
| at NBC. 


Meanwhile, it was also an 
nounced that Charles P. Ham 
mond, director of advertising ang 
promotion, has been made an as 
sistant to Mr. Mullen. James H 
Nelson, assistant director of ad 
vertising and promotion, move 
into this post, but he will continu¢ 
to work under Mr. Hammond. 

Further developments on thé 
television front, the importance o 
which was strongly emphasized 
by network officials at their re 
cent convention, are expected soo! 
at NBC. 


Jacobs Offers Prizes 
to Launderall Dealers 


F. L. Jacobs Company, Detroi 
will launch a nationwide prizé 
award campaign for dealers, retai 
and wholesale salesmen of Laun 
derall automatic washing ma 
chines, starting Oct. 1 and ending 
Dec. 31. The campaign is divided 
into three categories: Famil; 
Treasure Hunt for retail salesmen 
in which the winners will have 
the choice of hundreds of prizes; 
an all-expense-paid vacation trip 
plan for dealers; and four 194! 
automobiles as grand prizes [o 
wholesale salesmen. Prizes w! 
be awarded on the basis of a poin 
system devised by the company 

The plan was launched by 
Jacobs’ New York distributor 
Colen-Gruhn, Inc., with results s 
satisfactory that the nationwic¢ 
campaign was formed. 


Brewer Rejoins Paper 


Verl D. Brewer, who wa 
the national advertising de} 
ment of the Des Moines Registe! 
& Tribune Company from 1927 |! 
1933, has rejoined the departmen! 
as salesman handling electrica 
appliance, building material, h 
ing equipment and transporta! 
accounts. For the past 14 years 
has been with the Chicas 
office of Osborn, Scolaro, Meeke! 
& Co., newspaper representativ< 
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like freedom in politics, requires a nice distinction be- 
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tween liberty and license. Water color, with or without line, holds 


| pitfalls for the tyro and challenging possibilities for the expert. Here, 
Sonne ; 7 

ek by 

> vice 
of th 


lase of 


Rainey Bennett shows how the expert use of free line and water color 


combine to produce a distinguished illustrative effect. For a quality 
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>V isio; 
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appeal to a quality market, this is a natural medium. Accurale repro- 
“~ rs duction of line and water color presents special difficulties to the engraver as to 
the artist. The engraver must have a sympathetic understanding of his copy to 


v10usly 
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1. 


achieve fine reproduction. One reason why art directors from coast to coast prefer 
CM @& H engravings +s that our engravers have been trained, during many years, 


to appreciate and respect the fine points of every medium of advertising art. 
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COLLINS, MILLER & HUTCHINGS Chicago Photoengravers 
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NBC Promotes Hitz 


Edward R. Hitz, assistant east- 
ern sales manager of NBC, has 
been promoted to the post of as- 
sistant director of network sales. 
He joined the network in 1928 as 
a salesman and was made an as- 
sistant to the vice-president in 
charge of sales in 1940. 


Names Martin Agency 

Equipoise Controls, Inc., manu- 
facturer of industrial thermo- 
meters, has placed its advertising 
with George Homer Martin As- 
sociates, Newark. Business papers 
will be used. 


NOW OVER 


90,000 


CIRCULATION (CURRENT AVERAGE) 
ST. JOSEPH NEWS-PRESS 


St. Joseph Ouzette 


Petrillo Eases 
Restrictions on 
Music Students 


Cuicac@e—James Caesar Petrillo, 
head of the American Federation 
of Musicians, last week gave his 
blessing to public appearances of 
music students for educational 
purposes—with qualifications. 

The new “code of ethics” which 
Petrillo signed with Harold C. 
Hunt, superintendent of Chicago 
schools, and Luther A. Richman, 
head of the Music Educators’ Con- 
ference, permits music students to 
give public performances (includ- 
ing radio) when professional 
musicians might not be hired any- 
way. 

The National Music Camp at 
Interlochen, Mich., and its direc- 
tor, Dr. Joseph E. Maddy, did not 
emerge complete victors in their 


long-standing feud with the union 
leader, however. Petrillo made it 
quite clear, after the agreement 
was signed, that relaxation of his 
rules did not extend to Inter- 
lochen, since the music camp is 
not publicly owned. 

When it was mentioned that the 
camp was a field branch of the 
University of Michigan, Petrillo 
conceded that a separate hearing 
might be given later on—and Dr. 
Maddy, who is also a music pro- 
fessor at the university, said that 
he might ask for sach a hearing. 

The new code includes school 
functions, school exhibits, educa- 
tional broadcasts demonstrating 
student musical achievement, com- 
munity functions in the interest 
of schools or for other educational 
purposes, civic and benefit per- 
formances and audition recordings 
for study among those in which 
student musicians may perform 
with union approval. 
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Trim Tred to Krupnick 


The Roberts, Johnson & Rand 
division of International Shoe 
Company, St. Louis, has appointed 
Krupnick & Associates, St. Louis, 
to handle the advertising of the 
new Trim Tred shoes for women. 
Four-color and two-color pages 
are scheduled for Charm, Photo- 
play, Redbook and Today’s Wom- 
an, plus copy in trade publica- 
tions. The agency has been 
handling the national advertising 
of Roberts, Johnson & Rand’s Heel 
Latch shoes, now incorporated 
into the new Trim Tred line. 


Four to Hart-Conway 


Hart-Conway Company, Roches- 
ter, N. Y., has been named to di- 
rect the advertising of Conti Pack- 
ing Company, Henrietta, N. Y., 
Mel-O-Meat products; City of 
Rochester, department of com- 
merce promotion; F. Cappellino & 
Sons, Rochester, packer of Franco 
salad and cooking oils, and Robson 
Seed Company, Hall, N. Y. 


A SALE FOR YOU? 


Are you getting your share of the 356 million dollars spent each 
year in retail stores of the Nashville market area? Since there are 
12,998 such outlets, a sales call to each would be impossible. But, 
with WSIX’s loyal audience, you can reach many of the owners as 
well as their customers . . . Your message can do a good selling job 
with both—at reasonable listener cost—over WSIX! 


WSIX gives you all three: Market, Coverage, 


AMERICAN @ 


5,000 WATTS ® 980KC 


Represented Nationally by 


MUTUAL 


THE KATZ AGENCY, INC. 


Economy! 
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TRIBUTE—With _ this 
page in The Saturday Evening Pos; 
Swift & Co., Chicago, last week paid 
tribute "to the more than 20,000 pro. 
gressive retail and wholesale baker: 
who have rendered “distinguished serv. 


full-color bleed 


ice” to the nation. Swift also is sup. 

plying bakers with 10,000 truck banner; 

and 25,000 counter cards repeating the 
message. 


BMB Offers New 
Bargain Rates 


New YorKk—Putting their hea 
together in an effort to find 
come-on for lagging subscriber: 
directors of the Broadcast Meas 
urement Bureau have decided t 
offer a bargain rate. 

Stations in operation in Marc! 
1946, which did not subscribe t 
Study No. 1, may do so now a 
a discount of 331/3%, provided 
they have signed up as permanen 
subscribers to the bureau. 

This maneuver, whereby the 
qualify as subscribers to Stud 
No. 1, will in turn make the 
eligible for the 10%. discoun 
available to all such stations wh 
sign with BMB before Oct. 1. 

The board of directors, whic 
met at Atlantic City following th 
NAB convention, decided to refe 
the engineering coverage method 
outlined by E. P. H. James, MB 
vice-president, to its technic: 
committee for further study. M: 
James’ method, which measure 
the potential listenership of a sta 
tion or network by subtracting in 
terferences from signal strengt! 
is to be considered for possibl 
use as a supplementary audienc 
measurement. 

A. H. Caperton, advertising di 
rector of the Dr. Pepper Com 
pany, was named a board member 
representing ANA. He replac 
Wilmot Rogers, California Pack 
ing Company, who has resigned 


N. Y. Representatives 
Elect Lee Ward 


The New York chapter of th 
American Association of News 
paper Representatives has electe 
Lee A. Ward of Ward-Griffit 
Company president for the com 
ing year. 

Other officers elected are: vice 
president, Stephen P. Mahoney ‘ 
Burke, Kuipers & Mahoney, sec 
retary, George J. Allan of J 
McKinney & Son, and treasurel) 
Robert S. McLean of Reynolds 
Fitzgerald, Inc. 


Offers Packaging Coursé 


Wayne University Scho 
Business Administration, Dé 
in cooperation with the Indust! 
Packaging Engineers Assoc 
of America, is conducting an 
stitute Sept. 29-Oct. 3, cover 
packaging, material handlins 
transportation. The sessions * 
be held in the Horace H. hat 
ham Memorial building, 
Farnsworth St., Detroit. Th 
is $75 for the week, which inc!u 
four luncheons. 


Cormier Joins Hunter 


Ray Cormier, formerly wit 
lied Advertising Agencies, " 
joined Hunter Advertising Agen“ 
Los Angeles, in an executive “ 
pacity. 
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Store display is a most ephemeral form 
of advertising...has its brief season on Main 
Street and in local stores, and vanishes. It 
may not be clipped for scrapbook or file 
drawer. Specimens are oversize for storage. 
Spares are too few to distribute freely. Too 
often, we lack exhibits of our best work, 
and can only talk about it! 


So SOME MONTHS AGO, we determined to 
reproduce from surviving sets of plates, 
press schedules permitting...some of our 
most successful displays, as prints only. The 
specimens are all photographic, by Einson- 


and the Beef... 


Freeman’s direct color...with the least loss 
between reality and reproduction... 

The reprint series includes Prophylactic 
Brush’s larger-than-life blonde, the faces 
that launched thousands of sales for Max 
Factor and Electric Auto-Lite, the Larus 
Brothers pipe-smoking fisherman, the good 
red roast beef of General Foods, the family 
dinner of Petri Wine...a notable gallery not 
intended for the pin-up trade, but to be 
sent on request to any user of display... 
as evidence of the potent persuasion of fine 
lithography...and (we hope) as a reminder 
of where the best may be had. 


EINSON-FREEMAN CoO. Inc. 


Never-to-be-outdone Lithographers 


STARR AND BORDEN AVENUES * LONG ISLAND CITY, N.Y. « with offices in 


Chicago * Cleveland * Cincinnati * St. Louis * Minneapolis * Atlanta * Dallas * Los Angeles « San Francisco 
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Snow Crop Starts 
Spot Radio Series 


(Picture on Page 1) 

New YorkK—Snow Crop Mar- 
keters, Inc., launched a fall cam- 
paign for Snow Crop frozen 
feods Sept. 28 with a radio spot 
campaign on all major stations in 
42 principal markets from coast 
to coast. Announcements drama- 
tized advantages of the com- 
pany’s 40 varieties of frozen food 
products and concentrated orange 
juice. 

The radio campaign will be sup- 
ported by a series of full-color 


advertisements in The Saturday 
Evening Post, starting Oct. 25, and 
by outdoor posters on the West 
Coast. Strengthened distribution 
in present markets and introduc- 
tion into new markets are the ob- 
jectives. 
Maxon, Inc., has the account. 


Philco Offers Licenses 


Philco Corporation, Philadel- 
phia, is offering licenses to all set 
manufacturers to use, subject to 
royalties, its patents and inven- 
tions in the radio receiver, elec- 
trical phonograph, and television 
receiver fields. About 700 Philco 
patents and inventions are being 
made available. 
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MN CHICAGO ADVERTISING DISPLAY CO. Caer axo da) 


7 No. Wacker Drive .. 


Phone Franklin 6957 
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Greenbelt Sticks 
to Cooperative 
in Town Election 


GREENBELT, Mp.—The citizens 
of this “Tugwell town” for iower 
and middle income groups fought 
back at congressional critics last 
week by giving a ticket pledged 
to their consumer cooperatives a 
complete sweep in the town’s 
elections. 

Among those swamped in the 
returns was Mayor George Bauer, 
who had told the House small 
business committee that he was 
“tired of being a guinea pig” and 
that he felt Greenbelt needed 
business men as a “rockbed” for 
community life (AA, Sept. 1). 

Bauer, who withdrew from the 
final election after running badly 
in earlier balloting, had been ac- 
cused of assisting committee mem- 
bers who issued a report charging 
that the co-op “had a monopoly” 
on the town’s business. 
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Under Bauer the five-man town 
council had passed a resolution 
urging that-private business be 
permitted to enter Greenbelt. 

All members of the new council 
favor private business in a sec- 
ond commercial area yet to be de- 
veloped. 

Unlike Bauer and the small 
business committee, however, they 
are firm for a continuation of the 
co-op’s exclusive rights in the ex- 
isting commercial area in the 
center of the town. 


Holme Joins GF Unit 


John C. Holme, formerly prod- 
uct advertising manager of Libby, 
McNeill & Libby, has joined the 
Franklin Baker division of the 
General Foods Corporation, Ho- 
boken, N. J., as merchandising 
and advertising manager. Frank- 
lin Baker has marketed shredded 
coconut to the bulk and grocery 
store trade for more than 50 
years. Before joining Libby in 
1943, Mr. Holme did creative and 
research work for William Esty & 
Co., New York. 
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Che Gimes-Picayune 


New ORLEANS STATES 


ot 


Representatives: 
JANN & KELLEY, Inc. 


CO-OPERATION that Sells! 


Here are a few current expressions of appreciation 
for merchandising co-operation by The Times-Pica- 
yune and the New Orleans States. Co-operation 


that helps make advertising successful . . . Co-op- 
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Reader Inquiries 
‘Outprove Starch,’ 
Hawley Declares 


New YorK—A thorough ex. 
ponent of inquiries as an indicator 
of both readership and sales effec. 
tiveness, Cameron Hawley last 
week told the Copy Research 
Council that inquiries received do 
not correlate with Starch reports, 
and that, in his opinion, inquiries 
are much more reliable. 

Mr. Hawley, who is director of 
advertising and promotion for 
Armstrong Cork Company, dis- 
cussed analysis of inquiries be- 
fore the group (which is on rec- 
ord as evenly split as to the 
validity of inquiries for measuring 
copy effectiveness). Inquiries, he 
insisted, mirror quickly the effec- 
tiveness of ad and medium, and 
permit appraisal of various copy 
techniques. 


He’s a ‘Hunchster’ 


Appraising himself as a “hunch- 
ster, not a huckster,” he disclosed 
that Armstrong switched to edi- 
torial-style copy: after he dis- 
covered that one of his own short 
stories in a magazine had nearly 
four times the readership of an 
Armstrong ad. 

As a major advertiser—Arm- 
strong spends $7,000,000, buys 
1,000 pages in 100 business papers, 
100 consumer pages in magazines, 


| tween 


has a network radio show—the 
company has learned from in- 
| quiries: 

1. Editorial- style copy pulls, 
| with a 300-word short story tech- 
|/nique particularly effective; 
| 2. Readership varies in differ- 
|ent size cities, and widely in 
| various sections of the country (in- 
'quiries’ indicate this; a Starch 
|'sample, he said, often does not); 

3. Teasing and_ sophisticated 
headlines don’t pull well for Arm- 
| strong, testimonial copy invariably 
| does worse than imaginary copy, 
|children in ads—supposedly sure- 
| fire—pull badly; 


Timing Not Important 


4. Timing—which had been a 
fetish—was found to make no dif- 
_ference in the inquiry rate; 

5. Position in the magazin 
very important, contrary to 
rent opinion. He also said a recent 
|Armstrong study showed that 
thickness of magazines resulted in 
fewer inquiries; 

6. A definite correlation be- 
editorial material in 4 
magazine and inquiries. He cited 


|a wartime case where a magazine 


reduced its home-building art les 
for food material, and Armstrong s 
inquiries dropped in proportion 


When home aarticles were (0- 
creased, inquiries rose in exact 
proportion. 


Inquiries are thoroughly «na- 
lyzed, Mr. Hawley reported. 4l- 
though the company does no! ‘) 
hard for them. It uses no coupo! 
seldom pictures 
offers, uses no typography 
attention to the booklet. wel 
asphalt tile was introduced 
1942, it made particular e! 


| traced respondents for sales, f 


that they bought Armstrong 
in four out of five cases. 

But copywriters are stecre 
away from inquiry results; 
Hawley thinks too much wr 
for results makes for bad cop) 


Financial Admen Elec! 


Goodrich Lowry, assistant °‘ 
president of 
tional Bank of Minneapolis, " 
been elected president of the Tw” 
Cities Financial Advertisers A* 
sociation. Peter Edmonds, in 


“ 


ers & Mechanics Savings 
has been named secretary-t! 
urer. 


the booklet ‘tf 


Northwestern if 


- 
advertising department of F: : 
Bank 
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the BLUE RIBBON issue 


of the Building Industry 


Added Sales Impact... 


Used by 20,000 dealers. Remember 
that 100,000 contractor-builders read 
the pages of your catalog in this Direc- 
tory over the above dealers’ shoulders. 
Through PRACTICAL BUILDER they are 
directed to this source of information. 
No other directory gives this contrac- 


tor-dealer tie-up. 


* 
we ee — a re ee ee Oe 
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IT’S THE T BECAUSE... 


it’s the best in the building industry. In every field of com- 
petition there can be but one first prize—one blue ribbon. 
For years the BSN Directory has been a winner. It has more 
usefulness, greater value and originality. It has never been 
successfully imitated. 


Largest volume of advertising. ....337 pages 
Largest number of advertisers. ....259 firms 
Largest number of paid dealer subscribers 
Widest use among dealers 

Biggest selling power for advertisers 


Total Distribution — 20,000 copies to 
Dealers and Wholesalers—85% of the 
buying power. 


This is the Directory that is universally acknowledged by 
dealers and manufacturers as the most valuable book of its kind now 
being published. 

Dealers use it all year as a buying guide. It lists 15,000 product 
buying possibilities, shows 500 construction tables and estimating data, 
2,500 brand names, with names of manufacturers, 1,600 wholesalers 
of building products. 

Your catalog in the BSN Directory works for you every day—while 
your salesmen are somewhere else. Be certain your catalog material 
is in the original Directory that, because of the function it performs, 
has universal acceptance and usage. Complete plates can be accepted 
until December Ist. 


BUILDING SUPPLY NEWS $5; south Wobosh Avenue, Chicag: 
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Parker ‘Peso Day’ 
Overwhelms Town: 
‘Demi’ Pen to Bow 


JANESVILLE, Wis.— Chalk up 
Peso Payday as a profound suc- 
cess, 

Kenneth Parker, president of 
Parker Pen Company here, ad- 
mitted, a week ago Saturday, that 
he was “somewhat overwhelmed” 
at the proportions his idea for 
demonstrating the importance of 
foreign trade had assumed. He 
wasn’t the only one. 


It was something to watch a 


bevy of costumed school children | 


parade down Milwaukee and Main 
Streets behind the hammer-and- 
sickle banner of Soviet Russia. 
That and all the rest of the seem- 
ingly endless parade made an im- 
pression that this small city— 
sometimes called ‘“‘isolationist’’— 


In Cleveland 


will never forget. 


turned extra hot Saturday, trade 


As widely reported in press dis- | would have been even better. Vis- 


patches, 2,000 Parker employes re- 
ceived 40% of their pay Sept. 19 
in Mexican pesos. That percentage 
ordinarily represents the amount 
of the pen company’s business done 
outside the U. S. All 557 Janes- 
ville merchants and banks agreed 
to accept the pesos in payment 
for merchandise and services, at 


itors came from all over southern 
Wisconsin, many staying for the 


street dance which ended the 
World Trade Fiesta Saturday 
night. 


Mr. Parker said at a press in- 


|terview Saturday that, so far, only 


the regular exchange rate of 20) 


cents per peso (AA, Sept. 8). 
Stores Do Big Volume 


Smalltown 
interested 
might copy. 


Stores stayed open|of export sales makes it a good 
Friday night, and many merchants | bellwether 


the Toronto Export Association | 
has indicated an interest in copy- | 
ing the idea. His statements other- | 
indicated that Parker 


wise Pen | 


| Company could well hope for | 


similar educational stunts else-| 


Parker’s high ratio | 
for 


exporting com-| 


| 


Advertising Age, September 29, 1947 


Asked whether the much her- 
alded decline in foreign demand 
has developed, Mr. Parker ob- 
served flatly, “It’s already here.” 

“For example,” he said, ‘‘Co- 
lombia is ordinarily good for about 


$400,000 of our pens a year. Co-| 


lombia won’t buy any this sea- 
son.” 
Shortage of Dollar Exchange 


Recently, 
Payday 


explaining the Peso 
plan to the public, the 


Parker president declared: “The | 


world is running short of U. S. A. 


newspapers — those where to show the importance of| dollar exchange with which to 
in local promotions— | export trade. 


buy from us. This can cause—and 
may well cause—a serious reces- 
sion in the U. S. A. economy. 


reported Saturday that they had| panies and, according to its presi-| Your congressmen and_ senators 


done a 
the 


“land office’ business. 
weather  hadn’t 


suddenly | of declining markets overseas. 


If | dent, it has already felt the effect | can go a long way toward avert- 
jing this danger by reducing the 


barriers to the incoming 
|equalizing volume of imports 
the U. S. A.” 

Parker officials said the alr: 
apparent decline in their fo 
sales could be ascribed sole] 
the shortage of dollars abroaq 
|plus U. S. barriers against im. 


ind 


ito 


ports. Latest market surveys jp 
|South America and_ elsewhere 
they pointed out, continued 


show strong preference for the 
Parker “51”. Parker, while shar- 
ing pen dollar volume leadership 
with W. A. Sheaffer Pen Com- 
pany for many years, has long 
|dominated the foreign market— 
and U. S. pen manufacturers have 
a world trade position like { 
of Swiss watch makers. 
While worried over the foreign 
picture, Parker people consider 
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11 
ind the domestic demand for pens ex-| Originally intended to be pushed Honors Power Increase | - - events and toward music gener- 
ito cellent—providing the over-all de-| as a ladies’ model, the sales plan | On Sept. 28. Station WHBC ‘Music Institute Is ally. 

cline in foreign trade does not|has been changed as tests re- | Canton, 0. held formal dedi-| Now American Mr. LaMair said the conference 
lead to a depression. Pen sales| vealed that = tog My prod men | cation ceremonies in honor of the ) ge od " — 7 
g ve vastly increased with the|as women prefer the smaller size.|station’s increase of power from | - eration later from _ broadcasters, 
t vartime and postwar rise in The $572,000 fall advertising| 1,000 watts to 5,000 watts. The Music Conference the American Federation of Musi- 
ad wages and prices. Parker sold its|campaign, the largest seasonal|station also joined the ABC net-| Curcaco—The Music Institute|ciams, radio manufacturers and 
im- ovens for $12.50 before the war.|drive Parker has ever used, will| work as a basic station at that|of America, formed recently to| others already approached. 
in It still does. And $12.50 pens are| include a pre-Christmas season | time. ee - aot _— |promote interest in music and! The conference is supported by 
ere, still the “conspicuous consump-| advertising drive urging customers | ("""y but hentantee ‘March wc | sales of musical instruments, has| funds of the National Association 
ti on” article they were before the | to buy the pens before the holiday, 1948. the saat will beeadenst | changed its name to the American of Music Merchants and associa- 
the war. As one Parker representa- | and a regular Christmas season | fy) schedule of ABC programs. | Music Conference. |tions of piano, band instrument 
ir tive observed, “Only the wealthy | drive. J. Walter Thompson Com- a Louis G. LaMair, president of |and other interested manufactur- 
hip ean buy a Cadillac or Lincoln, but | pany handles the advertising (AA, ° i|Lyon & Healy music store here|ers and wholesalers. 
ym- almost everybody can afford the} Sept. 15). Delano Joins FC&B and chairman of the board of | —--— 
ng luxury of the highest-priced pen. eae ' eae. pmo ve Be | trustees of the conference, has an-| Columbia Sales Appoints 
: t— This is far more true than in pre-| Gross Joins Wittner Wanke Come & Belding i York | nounced that $80,000 will be spent Columbia Sales Corporation, 
ave war days. “—. _— : | Leonard Gross, formerly sales|as an account executive. He was | this year in public relations ac- ae oo ——s og 
~s Parker this fall fond so introduce | »omotion manager of Business|manager of Y&R’s Hollywood and | "Vities. A. S. Bennett Associates, hand! : ee re a ed or ihe 
new Demi-Size “51” an inch | week, has joined Fred Wittner|San Francisco offices before re- | New York, will conduct a survey | - Ur os ae hed " hath oe 
reign # chorter than the regular model | Advertising, New York, in an ex-|turning to New York in 1940 as|to determine the public’s attitude ti ; oe automobile batteries, 
Sider and retailing at the same price. | ecutive capacity. an account executive. | toward participation in music oe pprrmnadiens- 
Buys WJZ Program 
The Detective Book Club, New 
York, made its debut as a radio 
|sponsor Sept. 22, when the first 
of a 13-week series of mysteries, 
'“The Weird Circle,” was aired 
over Station WJZ, New York. The 
agency is Schwab & Beatty. 
nw . 
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with a new yardstick to help : 
the Metalworking Market 
‘Ze help you with your advertising and sales planning, STEEL has just com- 
pleted an industry-wide market study based on the government’s new system 
of Standard Industrial Classification. Ask the man from STEEL to show you 
“A NEW YARDSTICK TO MEASURE THE METALWORKING MARKET.” 
| 
| 
Why This New Standard Industrial When Will the Government Issue 
Classification System? Census Statistics on This New Basis? 


It has been issued by the government in order to 
standardize all industrial statistics, and to make 
marketing information from all sources uniform and 
comparable. Eventually, most market information 
will be made available on this basis. 


The next Census of Manufactures will be based on 
this Standard Industrial Classification but will not 
be available for nearly a year. | 


What Can STEEL Tell You About 
Your Metalworking Market? 


More than ever before. STEEL’s ‘New Yardstick” 
will help you determine your sales potential in 
metalworking’s 55 billion dollar market. It goes 
deeper into your market—with a finer breakdown 
than ever before. It will help you measure your 
sales possibilities in many ways: by products made 
—by operations performed—by size of plant and 
geographical location. 


Can STEEL Give You Up-To-Date 


Market Data on Metalworking Now? 
Always the leader with latest metalworking devel- 
opments, STEEL is ready now to give you the most 
complete and up-to-date market information. It was 
gathered through a penetrating census of over 
30,000 metalworking plants. 


Ask the man from 4 TEEL to show you''A New Yardstick to Measure the Metalworking Market.”” 


WoR Droadeasting 
Corporation 


RAND BUILDING, BUFFALO 3,N./Y. 


National Representatives, Free & Peters, Inc 


\ PENTON PUBLICATION 
THE PENTON PUBLISHING CO. 


PENTON BUILDING 


CLEVELAND 13. OHIO 
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BRUNS, J. H. REARDON, vice-presidents. 


Advertisin Age 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bidg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN JR., president and publisher, S. R. BERNSTEIN, O. L. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 


MARKETING 


C. B. GROOMES, treasurer. 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Maurine Brooks, Frances Jameson. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray, Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 


Correspondents in ‘All Principal Cities. 


ADVERTISING 
Advertising Director, J. C. Gafford 
Manager Sales and Service, G. D. Lewis 
Manager 
Dobyns 
New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, James C. Greenwood. 
Chicago: O. L. Bruns, Western Adver- 


tising Mgr. J. F. Johnson, E. S. Mansfield. 
W. F. Pierce. 


Promotion and Research, J. P. 


San Francisco (4): Simpson-Reilly  Ltd., 
Russ Bidg., Wm. Blair Smith, Mgr. 
los Angeles (14): Simpson-Reilly Ltd., 


Garfield Bldg., Walter S. Reilly, Mgr. 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


The Broadcasters’ Code ~ 


Only time will tell how much 
the new Standards of Practice, 
adopted by the board of the Na- 
tional Association of Broadcasters 
following the recent meeting in 
Atlantic City, will As is 
the case with all its ulti- 
mate meaning rests not in what is 
written down but in the fidelity 
with which it is observed. 

Despite some instances of speci- 
ous language, and a good many 
cases in which the determination 
of action is left to the subtle an- 
alysis of what is or is not “good 
taste,” the new NAB code is a 
tough code. If interpreted liter- 
ally, it can cause some major 
changes in the commercial broad- 
cast picture. It could, ex- 
ample, end giveaway programs 
loaded with presents which manu- 
facturers are delighted to con- 
tribute return for air credits. 
It might conceivably cut sharply 
into the use of integrated commer- 
cials, change current practices on 
hitchhike and cowcatcher an- 
nouncements, and cause major 
changes in program content. 

Whether these changes come to 
pass will, as we have said, depend 
entirely on how rigidly the code 
is interpreted and enforced. And 
in this connection it must be borne 
in mind that many advertisers are 
certain to resist one or more fea- 


mean. 
codes, 


for 


in 


tures of the code, and that there | 


is no real enforcement machinery 
set up, nor can there be such en- 
forcement machinery without al- 
most certain violation of federal 
law. 
What 
about 


intrigues us_ especially 
the broadcasters’ code is 
that it was adopted at all. We 
have never subscribed to the 
strange notion that broadcasting 
has been irresponsible and un- 
mindful of the public interest. We 
have, on the contrary, believed 
that, considering the enormous 
public relations difficulties of the 
medium, broadcasting has been 
extremely mindful of the public 
interest and has done a better than 
fair job of self-regulation. 

We feel that adoption of a new 


|}and tough code now, in the face of 


increasing business 
the medium, 


problems for 
brought about by 
high costs, tremendous expansion 
of broadcast facilities and conse- 
quent danger of further diffusion 


| play. 


of the listener’s time, as well as | 


the upsetting character of techno- 


logical improvements in the field, | 


is a clear demonstration that the 
nation’s broadcasters have gump- 
tion enough to take a firm stand 
in behalf of additional self-regu- 
lation. 

That is significant, and a credit 
to the industry. 


A Strange Bit of Confusion 


Unwittingly, the Detroit News 
of Sept. 19 pointed up some of the 
confused and muddy thinking on 
basic economic and social prob- 
lems which seems to be a char- 
acteristic of the current scene. 

The News reported from Grand 
Rapids a speech of Attorney Gen- 
eral Tom Clark, quoting Mr. Clark 
to the effect that in view of current 
large profits, American industry 
can and should do something to- 
“alleviating 

Mr. Clark 
the framework 
his 


ward skyrocketing 


prices.” added 
ol 


would 


within existing 


law 


department do 


everything possible to prevent un- |! 


lawful price fixing 
In 


trou 


the same column of the De- 


News, and directly above the 
of 
talk, was 

“Net 
liquor monopoly 
$26.102,060 
the 


year 


report the Attorney General’s 


a Lansing dispatch 


revenue from Michigan’s 


reached a record 


in the last fiscal year, 


with promise mucn 


ol 


because of a new 


more 
lark- 
systen 


> record was set because the 


tax levied for local 


May 14 


expired last 


} 
that 


| but the state recaptured the pro- 


ceeds during the last part of the 
fiscal year through the new mark- 
OS. a 
“Although sales are slipping, 
Liquor Control Commission of- 
ficials estimate that the net under 
the new markup this year will ex- 
ceed $30,000,000 by a considerable 
margin.” 
Isn't signifi- 
cant in the juxtaposition of these 
items? Private enterprise, 
“making too much money,” should 
reduce prices, says the Attorney 
But the state of Mich- 
announces, with every 
of that it 
money than ever 


there something 


two 


General. 


igan indi- 


cation pride, has made 


more before, on 


a declining market, by increasing 
the markup on_ products ° sold 
under a state 


Ot 


monopoly! 
the 
markup 


course and 
perfectly 
the state of Michigan 
and 


price fixing 


the higher are 


legal when 


does them, illegal or repre- 


hensible when private industry 


ttempts them But even in an 


atomic age, 


o " oht ctill + 
POOSt Bilt Ail \ 


the 


ou 


gande! 


Pepsi-Cola 


Company 


“Our very latest model. Built-in, roller-bearing case for Pepsi-Cola." 


ee 


Another ‘Hucksters’ Slant 


Research Foundation, as it euphe- 
mistically calls itself, every other 
month publishes ‘“‘The Foundation 
| Says—” which it considers 


velopment in the field of alcohol 
—beverage and industrial.” The 
latest issue includes some movie 
reviews, including this unique 
analysis of “The Hucksters.” 
“Based on the famous novel 
presenting an uncomplimentary 
picture of the advertising busi- 
ness, this film has considerable 
drinking by the principals, as 
could be expected from the type 
of persons they play. But since 
we are not supposed to admire 
them, the drinking is not too ob- 
jectionable and is part of the 
characterization. One scene has 
a most distressing picture of an 
advertising agency head who 
drinks to disgusting lengths be- 
cause he despises the role he must 
And it is not a pretty one. 
On the whole, one gathers that 
drinking is part of the life the 
author is mildly condemning.” 


Sartor Resartus 


We were leafing merrily through 
Progressive Farmer and ran across 
an ad for H. D. Lee Company, 
which makes work clothes. The 
headline said ‘General 
chose Lee Union-Alls 


for the 


GENERAL MOTORS CHOSE... 


Lee UNION-ALLS 


FOR THE MEN WHO OPERATE THE 


me mootan LUXVRIOUS GREMAL MOTORS “TRAM OF TOMORROW” 
S NOW VITING CITES THROUGHOUT AMEHiCA. GE SURE TO SHE fT! 
Ws cricss tice b pron of 


wawermng themph built by Amerin’s — ¢ 
fovememt couttemsm Thea man hiewe wear ber 


men who the Train of 
Tomorrow.” 

This fine. It’s good to see 
men of tomorrow out of the Tat- 


tersall checked jacket, and pleas- 


operate 


1S 


int to hear that some of them 
will clutch an oil can instead of 
a highball glass, which we were 
slowly coming to believe would 


: A Ah. /, 
pl \ ACUO-” 
The American Business Men’s | 


“the | 
authentic digest of significant de- | 


Motors | 


mo LZ 


‘acon 


be standard equipment on all 
future models. 
| It bothers us a little to note 


| that in the ad, however, none of 
|the men in the illustration is 
| wearing the work clothes we’ve 
always associated with railroad- 
ing. 


Disc Jack 

One of the smartest things we’ve 
seen in a long time is being mar- 
keted by Norton Trading Com- 
pany, New York. It’s called Dizzy 
Discs, a set consisting of three 
highly magnetized plastic discs, an 
upright and a platform. The discs 
will attract and repel, will float 
in the air on the upright, and can 
be made to do all sorts of tricks. 
It looks like a good premium, and 
kids love them. 


Stamp Act 


Every so often some one won- 
ders about the laws governing re- 
productions of stamps or money 
in advertisements. 

The National Better Business 
Bureau, 405 Lexington Ave., New 
York, has just run off a research 
bulletin, No. 1439, covering that 
subject. 

For the record, U. S. and for- 
eign stamps may be reproduced 
in black and white under certain 
limited conditions for philatelic 
purposes by legitimate dealers and 
publishers. 

Reproduction of U. S. and for- 
eign coins is strictly prohibited, 
with the exception of numismatic 


|}and historical books and journals, 


| school 


arithmetics and circulars 
of legitimate dealers. Reproduc- 


'tion of any obligation or security 


is prohibited. Stamp reproduction 
must be less than three-quarters 
and more than half the actual size 
of the stamp. 


Jottings 
Princess Eve Products has been 
named sales distributor for Eros, 
a new perfume. Looks like some- 
one got his theology mixed... 
Peck & Peck had an ad headed 
“Getting cold feet? You needn’t 
just put on a pair of these 
knitted wool footwarmers, and 
see how cozy and gay you feel. . .” 
It ran Aug. 25, when New York’s 
temperature hit a record 92... 
The New York Telephone Com- 
pany has recently published ‘‘Cen- 
tury Farms of New York State,” 
which tells the stories of families 
selected by N. Y. State Agricul- 
tural Society for enrollment in 
the Order of Century Farmers. 
Passaic police recently took t1m- 
brage at the local garage which 
had taken to dropping in nickels 
for motorists parked overtime, 
and leaving a card reminding the 
motorist that they’d like to serv- 


ice his car. The police ordered 
the garage to stop depositing 
nickels, since “parking meters 


cannot be used for advertising. . .” 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 

|advertiser or advertising agency 
'executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 


No. 2887. Bank Folder. 

National Transitads has issued 
this summary of eight transit ad- 
vertising facts of interest to banks 
| seeking new customers, with a list 
of 109 banks using Transitads in 
30 of National Transitads’ 
markets. It reproduces 15 ex- 
amples of the medium to show the 
variety of art and copy techniques 
used by banks. 


city 


No. 2888. R.O.P. Color. 

Newspapers accepting r.o.p. 
color, circulation, page size, black- 
and-white rate, extra for color and 
size of units accepted are tabu- 
lated in this new folder issued by 
The Branham Company. 


No. 2889. Fingertip Data for 1948. 

Facts for advertisers about 
Electrical West’s 1948 schedules 
are put into concise shape in this 
new folder, which outlines plans 
for special issues, special themes 
mechanical data, market coverage, 
etc. 


No. 2890. Out Front 

This broadside, issued by the 
Metropolitan Group, explains in 
detail the use of different combi- 
nations of the group’s newspapers 
to fit specific sales setups, with 
linage, cost and circulation item- 
ized. It also contains a table of 
figures comparing Metro’s 23- 
newspaper family coverage with 
the field in the country’s 138 
major trading areas. 


with Metro 


No. 2835. Poultry Market Data 


In this loose-leaf folder, Poul- 
try Supply Dealer shows the scope 
of the poultry industry and the 
publication’s coverage of it. Map: 
indicate number of farms and 
acreage, number of chickens and 
other pertinent information. 


No. 2838. Continuous Consumer 
Brand Survey of Grocery 
Products. 


Report No. 4 of the Pittsburg! 
Sun-Telegraph’s continuous con- 
sumer brand inventory presents a 
full year’s findings by quarters, 
with product classifications chart- 
ed to show ups and downs of in- 
‘dividual brands for the past yea! 


No. 2840. The Double Life 
Popular Science Monthly. 
Based on an extensive reader- 
ship survey, this report contal! 
an analysis of Popular Scienc« 
market in relation to industri: 
sales and retail sales of hand and 

power tools. 


No. 2845. Grocery and Drug Rou 
Lists. 
The Press-Telegram, Lon 


Beach, Cal., has issued new rou! 
lists that are systematized to he! 
salesmen make calls. The grocer 
list includes 369 independents an 
chains within the corporate limit 
and 363 stores in the trading zon‘ 
The drug list includes 102 Lon 
Beach outlets and 79 stores in tl 
trading area. 


No. 2859. 12th Annual Grit Read: 
Survey. 
A newsreel of brand preferenc: 
what people buy in small tov 
America shown in this 
tailed 1947 report, issued by Gr 
Grocery products, drugs and co 
metics, appliances, 
many other classifications 
covered. 
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ad 


ARE 

You 

STILL DAZZLED 
BY 
OUT-OF-DATE 


‘"FIGURES ?”’ 


Be sure you have today’s facts 
and figures on Philadelphia— 
America’s 3rd market ! 


MEN’S CLOTHING STORES 


Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 
LINES IN THOUSANDS 


A A 364,449 
; Ne 


\\ 
wo 


231,981 


150 
DAILY 6 DAYS 
132,967 SOURCE MEDIA RECORDS 
100 
64,533 


1" 7 MONTHS 
1937 


1" 7 MONTHS 
1947 


Newspapers ... trade-papers ... news-letters report new 
ideas in your business every day —with emphasis on 
marketing. That’s why it’s vital that you have today’s picture 
in Philadelphia, where THE INQUIRER holds first place 
in national and total advertising linage. Philadelphia 
prefers THE INQUIRER and this loyalty to THE INQUIRER 
has made it Philadelphia’s PRODUCTIVE newspaper. 
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Syndicate Buys 
KFBI of Wichita 


|Harris, Kansas publishers 
radio station operators. 


| Wicnrra —KFBI, Kansas’ k 
powerful station, has been sold and Tribune, Chanute. 
|by the Farmers & Bankers Life | _ sit f KFBI 
lInsurance Company for $350,000 |S representative o ' 
to a syndicate of seven Kansas, | ‘ . re 
Chicago and Washington men. The | ‘Business Girl’ Elects 
sale is subject to FCC approval. 


night. 

Although the purchasers include 
|C. Howard Lane, Chicago, head 
of Field Enterprises’ radio divi- 
\sion, it is understood that the 


| urer. 


} 


| involved in the purchase. Clem J.|as advertising director. 
Randau, former business manager | ———__—— 
of Mr. Field’s Chicago Sun, is an- | 
| other member 
| buying KFBI. 

Others include Horace A. 


Bon ce 
NOaos 2080 


of the syndicate | 


of KFBI; R. J. Laubengayer, presi- | Detroit. 


| dent of 1,000-watt KSAL, Salina, 
'Kan., and John P. and Sidney F. 
and 


The Harrises head KIMV, Hut- 


for $350,000  caliaeen FM station; Hutchinson 


most | Herald and News; Herald, Ottawa, | 


George P. Hollingbery Company | 


Stockholders of Business Girl | 
KFBI operates on 10,000 watts | Publishing Company, Inc., Dallas, 
/to local sunset and 1,000 watts at | publisher of Business Girl Maga- | 
It is an ABC-MBS affiliate. | zine, have reelected Betty Oliver | 
| president and have appointed Jack | 

Stewart vice-president and treas- | 
Louise Wood Allen was re-| 
|elected secretary of the company. | 
: ae | Miss Oliver will continue as editor | 
| Marshall Field organization is not} of the magazine and Jack Stewart, 


'Plymouth Appoints Two 
R. C. Somerville and Henry B. 
Daniels have been named general 


, ; sales manager and director of re- 
Lohnes, Washington radio attor-| sions, respectively, of Plymouth 


ney; K. W. Pyle, chief engineer | division of Chrysler Corporation, 


THESE MEN, IMPORTANT IN THE BUYING 
OF OFFICE EQUIPMENT AND SUPPLIES... 


TOP MANAGEMENT 
EXECUTIVES — including 


TREASURERS 
COMPTROLLERS 
OFFICE MANAGERS 
PURCHASING AGENTS 


want To Kwow MORE 
ABOUT WHAT YOU HAVE TO OFFER 


Your advertising in OFFICE MANAGEMENT AND EQUIPMENT will 
meet them face to face: the men who are responsible for purchases of 
office equipment and supplies in America’s largest offices of Insurance 
Gompanies, Transportation and Utility Companies, Manufacturers. 
Banks, Hotels —and State and Municipal government agencies, and 
bureaus, colleges, school boards, associations, institutions and other 
large organizations. 


It is the only magazine edited for and circulated exclusively to top 
office management executives. The remaining 1947 issues will have an 
important influence on 1948 purchases. 


See Standard Rate & Data or Write for Rate Card 


OFFICE MANAGEMENT 
and EQUIPMENT soem 


OWN MAGAZIN 


260 FIFTH AVENUE NEW YORK 1, N. Y. 
Also Publishers of: GEYER'S TOPICS, SPORTS AGE, THE GIFT AND ART BUYER, and Trade Directories 
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 Golling POsCral, 


George F. Taubeneck, editor of Air Conditioning & Refrigeratio 
News, New York, is the author of a new book called “One Foot i 
the Door,” published by Conjure House. . . Don Severn, talent buye 
for K&E, is vacationing at Cole’s Island, Mass... 

If you read Scribner’s “Twin Pines” you’ll discover about th 
suburban life of an adman.Its author is Harvey Smith, v.p. an 
head of creative dept. at Anderson, Davis & Platte, and its illus 
trations are by Arthur Blomquist, v.p. and senior art dir. 0) 
J. Walter Thompson, New York... 

Rudolph J. Schaefer, pres. of F.&M. Schaefer Brewing Co 
Brooklyn, is a grandfather. A son was born Aug. 29 to his daugh- 
ter, Mrs. W. H. Combs... 

To celebrate the 50th anniversary of Felix Willy as head of thx 
book and merchandising dept. of John Willy, Inc., publisher oi 
The Hotel Monthly, about 60 business associates, fellow employe: 
and their families attended a reception and dinner at the Bismarck 
Hotel in Chicago Sept. 12. . . Harold and Vi Kuttner, of Kuttner & 
Kuttner, Chicago agency, are vacationing in Los Angeles until! 
2 ae eee 
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AUTHOR SIGNS—Rupert Hughes (center) signs a contract for use of his 

novel "Static, which has been adapted for NBC's new serial, “The Story of 

Holly Sloan," sponsored by General Mills. The others (left to right) are Gale 

Page, star of the show; Carl Wester, Carl Wester & Co.; Russ Neff, director 

of radio, Knox Reeves, Advertising, and Ted Maxwell, writer-director of the 
program. 


Harold Fellows, gen’l mgr. of Station WEEI, Boston, has a new 
granddaughter, Sandra, born Sept. 4 to Mr. Fellows’ daughter, 
Mrs. Keith Steele. . . Bayard H. Clark, ad and sales prom. mg! 
of Jensen Mfg. Co., Chicago, received his Master’s degree in busi- 
ness administration at the commencement exercises winding up 
the University of Chicago summer school. He had been given 
his Bachelor’s degree by the U. of Ill. 30 years ago. . . 

Kenyon Stevenson, account exec of Griswold-Eshleman, and 
Carl Himmelman, prom. mgr. of the Cleveland Plain Dealer, have 
been appointed chief instructors for the 29th year of the advertis- 
ing school sponsored by the Cleveland Adclub and Cleveland Col- 
lege of Western Reserve U... 

Robin Douglas, ad mgr. of General American Transportation Co., 
Chicago, flew to Capri to visit his father, Norman Douglas, British, 
author of that famous book, “South Wind.” .. James E. Mont- 
gomery, publisher of the Tribune, New Albany, Ind., has returned 
from an Alaskan tour as an observer with a Senate subcommittee 
investigating potential newsprint supply forests. . . 

At the season’s first meeting of the Eastern Industrial Adve! 
tisers, Philadelphia NIAA chapter, Arno Witt, sales prom. mgr. ‘ 
Schramm, Inc., was awarded an honorary life membership in tl! 
NIAA in recognition of outstanding service to the organization. 


Thelma Beresin, public relations director of Gray & Rogers, 


Philadelphia agency, is trying her hand at teaching on the side by) 
conducting an 8-8:45 a.m. class in advertising and public relatio: 
at the Palmer Business School, then hurries off to get to her agenc) 
desk by 9. Two dozen young men in their 20s, many of them e> 
G.I.s, make up the class. . . 

Dr. George Willard Freeman, copy-contact exec of Marschalk 
Pratt agency in New York for more than 17 years, is on leave 


absence to teach a course in advertising and one in business wril- 
ing for Rollins College, Winter Park, Fla., where he’s been ap- 


pointed assistant prof. of business administration. . . 

C. T. (Bill) Williams, mgr. of the Chicago Sun’s promotion a! 
research dept., is moving to California, where he plans to mal! 
his home. .. At the annual meeting of the Early Birds, a group « 
aviation pioneers, held during the Nat’l Air Races, George I 
Scragg, dir. of sales and advertising, White Motor Co., Clevelan 
was reelected pres. for the coming year... 

A banquet and dance attended by some 1,200 employes marke 
the 100th anniversary of the New England Confectionery Co., Can 
bridge, Mass. Pres. Harry A. Chapman gave each employe a sou 
venir book called “A Century of Candy Making.” .. Top execs ¢ 
Stromberg-Carlson Co., Rochester, including Lloyd Spencer, gen 
sls. mgr., C. J. Hunt, sales mgr., radio and television div., and S. I 
Manson, public relations director, put on a four-day meeting in Sa 
Francisco two weeks ago, at which new television instruments a! 
other products were introduced... 

Among the all-star faculty members who will teach the gener 


advertising course this fall at the San Francisco Adclub-sponsore * 
Golden Gate College School of Advertising are Frank M. Chapma!', 
assistant ad and sls. prom. mgr., Shell Oil Co.; Edmund F. Becke' 


Jr., ad dir. of Safeway Stores; Russell Z. Eller, ad mgr., Californ 
Fruit Growers Exchange: Stanley G. Heyman, ad mgr., Moore 
Inc.. and Charles W. Collier, managing director of the Advertis 
Association of the West... 
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Legislator Damns 
‘Billboard Lobby,’ 
‘Goliath’ GOA 


New YorK—That “goliath cor- | 
yoration,’” General Outdoor Ad- 
yertising Company, takes the prin- 
cipal rap in an article on “The 
3ilIboard Lobby” in the Septem- 
ber American Mercury by New 
York State Sen. Thomas C. Des- 
mond, long a foe of this medium. 

“The billboard lobby,” Senator 
Desmond explains, “is not a single 
ganization but a network of 
tightly coordinated companies, 
trade organizations and key 
dividual executives.” 

Its “chief publicist,’ he adds, 
“ig the Outdoor Advertising Asso- 
ciation of America... 
however, is overshadowed by a 
few companies whose executives 
are the real strategists of the in- 
dustry,”” which increasingly, the 
senator claims, clutter the roads, 
endanger motorists and destroy 
scenery. 


‘Unprecedented Campaign’ 


The industry today is preparing | 


“a nationwide campaign of un- 
recedented size to litter our $4,- 
illion worth of postwar 
vith bigger and more ornate signs 
that will hide more scenery and 
bstruct more intersections,” he 
laims. “The big surprise pack- 
ge of the industry is to be tele- 
vision on billboards,” permitting 
a multitude of advertisements to 
appear on one sign.” 

Organized in 1925, Senator Des- 
mond says, GOAC now handles 
ne-fourth of the industry’s $50,- 
000,000 national volume. “It has 
gobbled up 21 concerns and today 
holds a tight grip on the indus- 
try’s major markets in 28 states. . . 
It owns large blocks of stocks in 
it least six other major billpost- 
ng firms.” 

Outdoor Advertising, Inc., 
eaded by Kerwin H. Fulton, Mr. 
Desmond adds, “calls itself a ‘re- 
search and promotion’ outfit. OAI 
represents 65% of the industry. 
GOA owns 70% of the stock in 
this concern but magnanimously 
mits itself to a 30% voting 


strength. Its activities are financed 
a 5% levy on its members’ 
ational billings, which gives it 


k multi-million dollar ‘war chest.’ ” 
Contribution ‘Trivial’ 


Although Mr. Fulton was active 

mobilizing the outdoor medium 
vehind the war program, Senator 
Desmond claims that “actually the 
ndustry’s war service consisted 
lainly in persuading national ad- 
verlisers to foot the bills for the 
gnposts. The billboard space 
‘ontributed by the industry itself 
as relatively trivial.” 

In addition to Mr. Fulton, he 
les as industry leaders, Burr 
Robbins, $75,000-a-year presi- 


15 MILLION 
EGROES 


And they have 10 billion dollars to 


4 ~~ If you have food, drinks, cos- 
. liquor or any other products 
the best way to reach the Ne- 
through the Negro papers and 
ines he reads with interest and 

ence. Advertising in these pa- 

pays big dividends, for the Amer- 

‘egro is the most loyal customer 

> world. For full information of 

: great market, write today to 

~ rstate United Newspapers, Inc., 545 
‘h Ave., N. Y., serving America’s 

Ng advertisers for over a decade. 


0 TE: We now have facts compiled by the 
Research Co. of America on brand 
rences of Negroes from coast to coast, 
"'y study of its kind ever made. Write now 

$ free information. 


S€ 


in- | 


The OAAA, | 


roads | 


UST EAT AND DRINK 


dent of GOAC; George Kleiser of |spite continued attacks by wom- 
Foster & Kleiser, San Francisco, | en’s clubs, civic groups and others 
second largest outdoor firm, and|—‘are prepared for the biggest 
Edward C. and John Donnelly | boom in their history.” 
of John Donnelly & Sons Com-| 
pany, Boston. “John Donnelly,” P 
he explains, “is president of the Plans Candy Promotion 
recently-formed Standard Out-| Wilbur-Suchard Chocolate Com- 
door Advertising, Inc., which rep-| P@”y, Lititz, Pa., through Badger 
resents 27 concerns, including|* Browning & Hersey, New York, 
most of the leading ones, but ex- ee announced the biggest adver- 
d Pace ising budget in its history. 
cluding GOA and Mr. Kleiser’s | Suchard’s almond and milk choco- 
concern. . . late bars will be promoted through 
“The billboard spot radio, supplemented by two 


concerns’’—de- 
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insertions monthly in This Week| leading women’s radio programs, 
Magazine. The advertising sched-| plus regular insertions in This 
ule for Suchard’s chocolate|Week Magazine, Family Circle 
squares includes participation in| and trade publications. 


SENERAL COM 
MERCIAL 
’ HAND BINDING OF DEPEND. 
. " ABLE QUALITY ¢& SERVICE 


549 W. Washington @ Chicago 
RANdolph 3696 


There are three basic reasons for 
WOW’s outstanding (and increasing) 
domination of the large metropolitan- 
farm area it serves—one of the na- 


tion’s richest markets. 


1. WOW’s frequency—590 kilo- 
cycles—with 5,000 watts power 
behind it. (check it with your 
BMB!). 


2. WOW’s programs—20 years of 
NBC, the greatest programs 
ever on the air—plus excellent, 
high-rated local programs. 


3. Strong local identity. WOW is 
“IN” everything that happens 
in its area! 


| 


f 


T] 


of / 
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NS 


- OMAHA, NEBRASKA | 
) KC » NBC + 5000 waT 


KODY At NORTH PLATTE 


7 
= | 
Mit ? 
, ~=BI | 
* $$ 
he 
“? 
ck * 
& 
til 
/ Ay : J , 
. A => ate “i : 
moe Sw We <——h | | y J Ay 
“7? Ny —— ae naa - Fah ky KFS 
S oe ; 
ee * ga } : SRR RDED k 4 
= S. _— | : . RADIO STATION : * oe 
4 ae | WO ag 
| EE ee ae ") | Bose i a 
; a é ‘ a i b iN= RECOGNITION? ©! 
_ GA00720 HO ; : te! Midian A) VEN | a 
| Bs. 4 joe nN ee all »* : 
“wow me lig \ | aa 
DOMINATION i erg ey 
| dat i! / “ ¢ | 
" - | Fes 
-A\WN N\A Soe 
___—s WE ANNO PY 
SS —— = Ze \ al 
| ee ir f C. | & | 
: (a=! GV? bE 
yA \) \- DY sey 
—_ | oi | . 
lave - J / sami 
z Sal \WCU AE AG | 
a. i> | eat | 
ish, ena ats f | 
ont. \ i ae ' i 1" fi HE | 
, a Wan yaw 
; Saeits Be y \ 
vel Me : ; = ; i e 4 \ \ 
: 1» Ss VAS B\ Une avey 
by Wy S 4 t pe ; 
es kw. |p { : RAG 
lk a 47, ‘ ty ' si 
vi —& RADIO STATION | ~ quit ta .| 
1 al | Re all a P | 
a ——__ | 
“ng <n 
re | 
lan ; eat MB 
ake h oc tithe, — 
se ma 00ULUhlttts—tS 
acs | set = og oa 
e ) 
— . a 
we a 
| 


16 


WATT 
Publishing Co. 


MOUNT MORRIS 
ILLINOIS 


Opens Type Course 


The Type Directors Club, in co- 
operation with A-D Gallery, New 
York, is offering a typography 
course, entitled “Ten Talks on 
Type,” to be given by members 
of the club beginning Oct. 7 at the 
gallery, 130 W. 46th St. The series 
will be held on Tuesday evenings 
from 7-8:30 p.m. and will run 
through Dec. 16. The fee will be 
$7.50. 


Rejoins Rubinstein 


Terry Quimby has rejoined 
Helena Rubinstein, Inc., New 


York, as director of advertising | 


and store fashion promotion, a 
post she held several years ago. 


For two years Mrs. Quimby has | 


been fashion coordinator of Roy S. 
Durstine, Inc., directing all fashion 
accounts. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON—The Federal Re- 
serve Board has reported that de- 
partment store sales for the sec- 
ond week this month were 1% be- 


low those a year ago, although 


about 9% higher than in the open- 
ing week in September. 
Based on 1935-39 average dol- 


lar volume, the stores’ sales for | 


the latest week reached 290 on 
the index, a point exceeded only 
four times earlier this year. 

The San Francisco (12th) dis- 
trict again reported the highest 
year-to-year gain, up 6% over 


- the same week a year ago. Port- 


oem emnag ie 


Winning football needs strength! 


WHY CRIPPLE YOUR EFFORT? 


Winning advertising needs strength, too. Are 


you, Mr. Oil Advertiser, crippling your effort by 


discover that... 


scattering your advertising among 27 oil papers? 
The Oil and Gas Journal has the STRENGTH to 
carry your message across the goal line every 
time. It’s the LARGEST oil publication in number 
of paid subscribers .. . the STRONGEST in 
advertising volume. Yes, when you CONCEN- 
* TRATE your advertising in The Journal you'll 


"FOLLOW THE JOURNAL... AND 
YOU FOLLOW THE OIL INDUSTRY” 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA + OFFICES: NEW YORK, PITTSBURGH, CHICAGO, LOS ANGELES, HOUSTON, ENGLAND, CANADA 


land, Ore., and Salt Lake ‘ity 


| each had 13% gains and Denvye, 


10%. Lows were an 8% adr 
the Boston (first) district and , 
|7% loss in the Atlanta (sixth 
and a 27% decline in New H 
and 19% drops in Nashville 
Syracuse. 


1935-39 EQUALS 100 


Week to Sept. 13, ’47*.p290 
Week to Sept. 6, ’47*. .266 
Week to Aug. 30, ’47* .275 
Week to Sept. 14, ’46* .293 
Week to Sept. 7, ’46.. .264 


*Not adjusted seasonally 
pPreliminary. 


Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Aug. Sept. Sept, 
| district and city 30 6 13 
UNITED STATES.—1 rl | 
| Boston District... .—9 2 8 
New Haven...... —7 —5 27 
oe -11 7 8 
Springfield ...... —§ —10 0 
Providence ..... —§ —13 —11 
New York District. 4 —3 : 
Newark cer -10 —6 2 
oo Sara 0 12 } 
WOW ZOPE 56 ss 4 r—6 2 
LOGMOSter fiancee 3 8 g 
Syracuse ....... —13 2 19 
Philadelphia Dist.. 1 —3 3 
Philadelphia .... 1 5 3 
Cleveland District .—2 r3 () 
Pee .—9 9 11 
i Cincinnati -....... 5 2 | 
| CIOVOIBNMNG ...%6% 0 3 8 
| Columbus ......—9 i 0 
I ine 2. 6.5.6 6 01% 2 s 2 
Pittsburgh .....—2 1 6 
Richmond District—12 r—14 l 
Washington ....—7 -14 
Baltimore ...... —18 —16 4 
Atlanta District. ..—1 3 7 
Birmingham ....—2 7 0 
rer ee 10 6 . 
pS ee 0 r—12 i 
New Orleans... 5 ] } 
Nashville ... .—13 10 
Chicago District. . 3 4 l 
eT eer ee 6 8 { 
Indianapolis ....—3 0 { 
POTTOR cana ee, Oe 18 7 
Milwaukee ..... 0 7 { 
St. Louis District. . ) ro ] 
Little Rock .... 3 —6 6 
Po a ae 2 r2 i 
ae 10 2 ] 
MGMDHIC: .icscas 9 —10 9 
Minneapolis Dist... * . ° 
Minneapolis . ° nf 
eee . ° " 
Duluth-Superior. ° ° if 
Kansas City Dist.. .—3 1 
ry) ae gc. ® 4 0 
WiGRkt& 26s. 11 -—6 i 
Kansas City ... 6 3 
St. Joseph ... 9 7 . 
Oklahoma City..—7 11 t 
ee. eee .—15 3 ( 
| Dallas District.... 5 r—9 
0 eee 1 13 3 
Fort Worth : 1 12 l 
PEOUBTONM ai ccurnecc 1 ——1 1 
San Antonio .... 34 ) 
San Francisco Dist. % r2 
Los Angeles Area 14 3 
Oakland . ‘ 4 r5 
San Francisco 2 0 
Portland . 3 18 
Salt Lake City 24 17 
Seattle 3 1 


rRevised, 
*Data not available 


Plans Watch Campaign 
New Haven Clock & Watch Com- 
pany, New Haven, Conn., /Né 
scheduled a fall campaign fo 
| pocket and wrist watches, aial! 
and non-alarm clocks in America 
Magazine, Collier’s, Farm Jou 
Liberty, Life, Look and The 
urday Evening Post. 


Appoints Mueller 

A. B. Mueller, formerly ad 
tising manager of Basic Veget 
Products, Inc., San Francisco, 
been appointed vice-president 
general manager of Bos 
Strause, Inc., San Diego, bak 
management and consultant < 
pany. 


Boatrailer Cuts Price 
3oatrailer Company, Sagi 
Mich., has announced a price 
duction of 5% in its 1948 li 
ali-steel boat trailers. 
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lo— 
Manufacturers of 


“1D Home Appliances, 
_}} Plumbing and Heating 
aig’ Equipment — 


| The Builder is not only your best customer... 


: he’s your best salesman, too — 


Hand-in-hand, our campaign and your campaign bring together your dealer and 
‘ his best customer — our Builder 


IN ELECTRICAL MERCHANDISING 
and 
PLUMBING & HEATING JOURNAL 


OUR ADS TO YOUR 
DEALERS ARE 
SELLING FOR YOU 


YW SS 


* Some of the leading manufacturers of electrical appliances and plumbing and heating 
equipment who use PRACTICAL BUILDER to sell their products. 


; IM PRACTICAL BUILDER 
YOUR ADS* TO OUR 
! BUILDERS ARE 

| SELLING FOR YOU 


és American Radiator and Ingersoll Steel Div. Borg —— Boiler Co. Trane Co. 
: inneapolis-Honeywell 
Standard Mfg. Co. Warner Corp. Surface Combustion Div.- 
mgn F Adam El ‘c Kohler Co White-Roger Electric Co. G iP. : : 
rank Adam Electric Co. - Morrison Steel Products eneral Properties Co. 
eh Col Briggs Mfg. Co. L. J. Mueller Furnace Co. American Central Mfg. Co. Evans Products Co. 
. ' Crane Co. Coleman Co., Inc. Hotpoint, Inc. Gerity-Michigan Die Casting 
in., | Lau Blower Co. Payne Furnace Co. 2 Co. 
. fo Norge Div. of Borg-Warner Servel, Inc. Emerson Electrit Mtg. Co. Pryne & Co 
Bryant Heater Co. Reznor Mfg. Co. Mullins Mtg. Corp. Westin house Electric C 
5, a National Radiator*Co. General Fittings Co National Electric Mgrs. Assn. N : i seg 
me? Airtemp Div. Chrysler Corp. Bell & Gossett Co American Gas Assn. ational Clay Pipe Mtgrs., Inc. 


Kerib «§ the editorial influence of PRACTICAL 


BUILDER the contractor-builder today is appliance 
minded. He sells more appliances, extra plumbing equip- 
ment, modern heating plants . . . and he sells them for 
you. How? Through the homes, apartments and whole 
communities which he builds for sale or for his own 
investment. 


Your campaign in PRACTICAL BUILDER paves the way 
for your dealers and distributors in selling your products 
to the builder. It's your ads that help the builders decide. 
And, remember, in 90°/, of all residential building the 
contractor-builder is the final authority in selecting the 


type and make of all equipment and appliances going 
into the job. 


Our campaign in "Electrical Merchandising” and in 
"Plumbing and Heating Journal" tells your distributors 
and dealers to call on the builder—to cultivate him— 
to sell him because the builder is their best customer 
now and for years to come. 


The past months have proven the soundness of this double- 
action merchandising program—OUR ads to your dealers 


—YOUR ads to our builders. 


Are you following through for your dealers? Are you 
selling the builders through the pages of PRACTICAL 
BUILDER? If not, you are overlooking a mighty impor- 
tant selling opportunity. 


PRACTICAL BUILDER 


5 SOUTH WABASH AVE., CHICAGO 3, ILL. 
Also publishers of BUILDING SUPPLY NEWS, the leading Lumber and Building Material Dealer trade publication. 


MORE BUILDERS PAY TO READ PB THAN ANY OTHER PUBLICATION | 
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Film Makers Rest 
Their Case in FTC 
Monopoly Charge 


WASHINGTON — Oral 
by representatives of four adver- 
tising film companies and FTC 
attorneys were heard by the FTC 
here recently in connection with 
FTC charges that the companies 
were engaged in “unfair methods 
of competition, tending to restrain 
trade and create a monopoly.” 

The four companies involved 
are Ray-Bell Films, Inc., Alex- 
ander Film Company, United Film 
Ad Service, Inc., and Motion Pic- 
ture Advertising Service Com- 
pany. Charges against the com- 
panies separately were made by | 
FTC in May of this year (AA, 
June 9), and alleged that the 
companies entered into long-term | 
exclusive dealing contracts with 
motion picture exhibitors for | 
screening of advertising films pro- 
duced or distributed by each of 
the four companies. 


Cite Precedent 


In the oral arguments, film 
company representatives con- 
tended that the charges, or simi- 
lar charges, were ruled upon and 
a precedent set by the com- 
mission in 1943 against Screen 
Broadcast and others in a case 
involving conspiracy charges. The 
government contends they have no | 
relation or bearing. 

When present charges were pro- | 
mulgated in May, the FTC issued 
an order forbidding the respond- | 
ent companies to enter into a con- 
spiracy or to combine to control 
motion picture advertising. The | 
charges upon which arguments 
were presented did not involve 
conspiracy, but only unfair meth- 
ods of competition. An FTC ruling | 
on the arguments presented is| 
expected some time late in Oc-| 
tober. 


arguments | 


Celotex Appoints Three 


Celotex Corporation, Chicago, | 
has added three members to its | 
advertising department. They are | 
Leo E. Buehring, in charge of | 
sales promotion material for Celo- | 
tex acoustical products and editor | 
of the magazine “Quiet Forum”; 
Homer S. Porteus, in charge of 
sales promotion on Celotex farm 
structure materials, and Raymond | 
A. Johnson, formerly assistant ad- 
vertising manager of Cory Cor- 
poration, Chicago. 


pOINT-OF-saxe | 


Punch | 


¢ 
=m SELF-STIK “ECONO” SIGNS of 
« ¢ 


& 


Become Monthlies 


Painting & Decorating Con- 
tractor and General Merchants of 
Canada, both published by Mac- 
lean-Hunter Publishing Company, 
Toronto, will be published monthly 
instead of six times a year, effec- 


| tive January, 1948, and February, 


1948, respectively. 


Campana Plans Drive 


Campana Corporation Ltd., To- 
ronto, will launch a heavier sched- 
ule this fall and winter for Italian 


Balm, using national magazines, 
rotogravure sections of weekend 
papers, and a wide list of news- 
papers across Canada. Cockfield, 
Brown & Co., Toronto, is handling 
the advertising. 


Issues Wardrobe Guide 


Ask Mr. Foster Travel Service, 
Inc., New York, has prepared for 
distribution through its offices, a 
booklet called “Charting Your 
Travel Wardrobe,” which con- 
tains seasonal suggestions for ap- 
propriate dress in cities of the 
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Eastern Hemisphere, as well as 
the West Indies, Mexico, Canada, 
Alaska, Bermuda, the Bahamas, 
and important cities of South 
America. 


Prosser Rejoins Pitluk 


Steve Prosser, who for the past 
20 years has been advertising 
manager of Solo-Serve Company, 
San Antonio, has rejoined Pitluk 
Advertising Company, San An- 
tonio, where he began his adver- 
tising career in 1923. He will be 
in the sales-copy department. 


Opens Filter Queen Drive 


Filter Queen vacuum cleaner 
manufactured in Canada by Wal- 
ters Appliances Ltd., Toronto, js 
being advertised in selected Ca 
dian dailies through Tandy Aq. 
vertising Agency, Toronto. 


Uses Farm Publications 


Miner Rubber Company, Gr: 
by, Que., has launched a fall cam. 
paign in Canadian farm publica- 
tions. Harold F. Standfield Lita. 
Montreal, is the agency. 


l~« 
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HAPPY HOLIDAY says: 


“Hard goods, soft goods, 
Holiday delivers the goods 


of advertiser.” For example: 


Holiday sells everything from garden umbrellas to electric 


ironers to yachts! The Holiday market is a spending market. 


Its more than 750,000 families are the cream of the nation’s 


fast-moving, modern, good-living families. This, we 


explains why— 


believe. 


Holiday, for the past two months, ranked 7th in advertising 


lineage among 57 national monthly magazines (as reported in 


August Printers’ Ink)—a neat record for a magazine that’s 


only 19 months old! 


So plan now to join the advertisers who are discovering 


that Holiday magazine moves merchandise. 


The most responsive 


new market 
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Schuster Joins ‘Look’ 


Hiram Schuster, with Look be- 
fore joining the Chicago Sun in 
1941, has resigned as national ad- 
vertising Manager of the Sun to 
rejoin Look’s sales staff in Chi- 


CabY- 


To Spitzer & Mills 


foni Company, St. Paul, has 
appointed Spitzer & Mills, Toronto, 
to handle radio advertising in 
Canada for Toni home permanent 


wave kits. 


tional advertisers some sort of 
/merchandising assistance, although 


Deutsch & Shea 
‘Finds Magazines ! 
Aid Merchandising)” ot ‘te magasines 86% provide 


New York — Deutsch & Shea,!direct mail to notify wholesalers 


tiser or his agency tc initiate most 


| which earlier in the year released | and dealers of current or upcom- | 


a report on merchandising aids | ing campaigns, 68% provide 
|available in newspapers and radio, |counter cards, 72% have folders 
has issued a study on merchan-|merchandising the 
dising aids of magazines. and 84% utilize reprints. About 

The study found that 92% of the | 64% have surveys of buying habits 
|surveyed magazines afford na-j|of their readers, and 12% set up 


|'most of them rely on the adver-| 


advertising, | 


displays in key outlets. 

The survey was directed to 50 
general magazines with circula- 
tions of 500,000 or more. 

The percentage of magazines 
| charging for the service is as fol- 
lows: for letters to distributors 
;and dealers, 42%; for creating and 
|producing the sales material— 
counter cards, 58%, folders, 54%, 
reprints, 62%; to conduct surveys 
on buying habits, 28%; to give ad- 
vertisers market data, 6%; to men- 
tion advertisers in trade ads, 4%; 


big goods, small 


goods — 


for just about every kind 


in Holiday.../naned ry 


Holiday outsold all a 


other media used! 


*Koolvent coupons rained on dealers! 


a 
“iw, - = 
v9 aati Prey = + 
© Lrg ——— 
Kooiyey;” 
tig, PULVENT i 
nm By | 
i ‘ | V any 2 fe 
“For dollars expended, the return (from Holiday) was much | l/ Cry p 
greater than from any other medium... both in quantity of Frings yy RELLA ia 
inquiries...and in business our dealers secured through them.’ hen | 
se tae -. Dnp~ 
M. Harrison, Treasurer | ax, | 


Koolvent Aluminum Umbrella Corp. 


today is 


exclusive 


HOLIDAY HAS BEEN USED BY THIS WIDE DIVERSITY OF ADVERTISERS 
(So far this year) 
Ne. of No. of 
advertisers advertisers advertisers 
RB de utsiacduves es Footwear......... 20 Office Equipment & Supplies. . 3 
Automobiles... . , 8 Garden Accessories 3 Optical Goods re 9 
Automotive Accessories 20 General Wearing Apparel 9 Photographic Goods... ... 21 en 
Aviation Equipment 6 Golf Equipment 13 Railroad Transportation . . 15 Re f : a ra Ponsing 
Bicycles & Motorcycles... .. .10 Headwear........ ie eae PM ickrkscarsannnnes 5 Jee Pata 2 eaten 
Boats na : il Home Products (radios, etc.) . 44 Schools & Instruction. ..... 2 ; te t/ RRACE Ss 
Books & Magazines. wa 21 ae 74 Smokers’ Products 5 4 ace &, 
Bus & Car Transportation. .. 6 Insurance... ..... 2 Sport Accessories i) PEACHES nf 
eT eee vr 13 ee re 8 States i ~se —S 
Cosmetics, Drugs, Toiletries. .19 Leather Goods. .... 8 Textile Materials & Notions... 8 lA rm 
Financial. ...... dene 9 MOD ear cancs.scs . 28 Toys & Games a hy 4 
Firearms Equipment........ 5 Marine Equipment 7 Trailers oes 5S : ~ 
Fishing Equipment... . 26 Men’s Apparel... . 28 Water Transportation. ..... 13 eS Couns, 
Foods. . . 12 Motion Pictures. . ree Women’s & Misses’ Apparel. .25 t 
ai Ae 
FRE, 


HOLIDAY 


A CURTIS PUBLICATION 
independence Square, Philadelphia 5, Pa. 
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to distribute advertisers’ sales pro- 
motion material to key outlets, 
8%; and to set up displays in key 
retail outlets, 4%. 

About 22% of the magazines 
said they wanted minimum space 
contracts before making merchan- 
'dising assistance available. 
| Copies of the study may be ob- 
|tained from the agency, Times 
| Tower, New York, at no cost. 


| Names Ward Agency 


| Jim Ward & Co., Advertising, 
| Hollywood, has been named to di- 
rect the advertising of Valley 
|Market Town, Van Nuys, Cal., a 


new 50-unit complete shopping 
center. Radio, newspapers, out- 
door, direct mail, sky-writing, 


trade publications and magazines 
will be used. 


Mail-Well Names Clyde 


Velma Clyde has been named 
director of advertising and pub- 
licity of the Mail-Well Company, 
Portland, Ore., and editor of the 
company’s two publications, “Ink- 
lings” and ‘‘Mail-Well Dealer.” 
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lowing change of ownership, will 
resume publication with the Oc- 
tober issue. The new publisher 
is D. T. Conroy, formerly business 
manager, who bought the publica- 
tion from Wayland and Clyda 
Boles. 


‘Scene’ Starts Again 
Scene, Dallas, which missed 
August and September issues fol- 


AN EXCITING NEW CONCEPT IN PRODU 
BUTION OF 16MM COMMERCIAL AND 


MUNTZ 
MAKES - 
MOVIES 


PAUATI-SHORE PRODUCTIONS 6425 HOLLYWOOD 
no ° 


Munsingwear Ups Jones 
Homer E. Jones has been pro- 
moted to merchandise manager of 
the women’s lingerie division of 
Munsingwear, Inc., Minneapolis. 


bivo 
cau 


FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 
57 W. GRAND AVE., + CHICAGO 10 


WHITEHALL 5957 


Movie Theaters 
Must Boost Ads, 
Promotion: Skouras 


Gamble Promises 
Industry to Fight 
Ascap, U. S. Tax 


WASHINGTON — Chain and affil- 
iated motion picture exhibitors 
meeting here last week were 


warned that the diminishing ex- 
port market for Hollywood films 
implies major policy changes in 


| the industry’s advertising and pro- 


motion arrangements. 
With major studios facing the 
loss of a half to two-thirds of 


their revenue from export sales, 
Spyros K. Skouras, 
20th Century-Fox, 
theaters 


expects. that 
will be asked to handle 


president of | 


Advertising Age, 


an increasing share of advertising 
and other promotion costs. 

Mr. Skouras denied that the 
shrinking export opportunities had 
left Hollywood “confused, disil- 
lusioned and panic-stricken,” in- 
Sisting that studio executives ‘are 
in a fighting mood, eager to meet 
the challenge.” 

He said that picture budgets are 
being re-examined and reductions 
made all down the line, but that 
Hollywood will continue to. offer 
“better pictures than ever before.” 


Require ‘Better Terms’ 


To cover production and dis- 
tribution costs from the domestic 
market alone, producer-distribu- 


tors will need “better terms” from 


| film rentals, Mr. Skouras warned. 


Referring to advertising habits 
developed during depression years, 
he said first-run theaters can no 
longer expect to get a half to two- 
thirds of their advertising and pro- 
motion costs from the producer- 
distributor. 

“You’ve got to be more broad 


minded and liberal in your deal- 
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“FASHION?” is 


toWomen!... 


Style trends in feminine apparel are im- 
portant to every woman. Consequently a 
good newspaper, such as The Detroit 


GE) 


Important News 


fashion research inspires mental pictures 


of possession that stimulate 
among all the women in the 


buying 
100.000 


families who regularly read The Detroit 


Times. 


Maintaining the fashion 


of 


interest 


that most important buying group—the 
women in the family—creating a constant 


desire for merchandise 


‘Times. features women’s fashions as a 
part of its daily news presentation. 

Joan Dean, Detroit Times fashion 
reporter, covers the New 
York and California 


fashion centers as well as 
Detroit's smart stores 


CUCU 


and specialty shops. Her 


nee 


knowledge of women’s 


interests born of vears of 


needa 


73.4% of The Detroit 
Times Circulation in 
the Detroit Retail 
Trading Area is 
HOME DELIVERED 


ir 


= available 
in Detroit 


TEL 


Hen 


the 
Detroit 
Detroit 


NO COVERAGE IS COMPLETE WITHOUT 
THE 400,000 FAMILIES REACHED BY 


REPRESENTED NATIONALLY 


TUTE ECL 


HEARST ADVERTISING SERVICE 


to 


popularity 
Times — 
market. 


women 


Is 


stores. 


just another reason for 


of The 


in the 


The DETROIT TIME 


BY THE 


i, 
september 29, 1997 
ings with 
tor,” BaP. 


the producer-distri\)y- 
Skouras said. “If yoy 
want the film companies to re. 
main in business, from now oy 
the responsibility for adverti; 

publicity and exploitation of each 
film must be shared by you.” 


New Group Organized 


Two existing trade groups {0 


chain and _ affiliated exhibitors 
were merged into the Theate; 
Owners of America, a new or. 


| ganization which is to be directed 
iby Ted R. Gamble, former Treas- 


ury director of war bond sales 
Independent theater exhibitors 
continue to be organized in 4 


separate group. 

Mr. Gamble called for imme- 
diate steps to lift the 20% federa| 
admission tax on theater tickets 
He also promised a ‘“‘vigorous” in- 
dustry effort to check Asca; 
which is currently tripling the fe 
exhibitors must pay to 
musicals. 

Exhibitors criticized Hollywood 
for making “premium” priced pic- 
tures. One spokesman for th: 
smaller theaters said that the pub- 
lic blames the theater every time 
one of the special price pictures 
comes along. 

The new group appointed a spe- 
cial committee to study the pos- 
sible impact of television on the 
| industry, following a prediction by 
{Paul Raibourn, Paramount vice- 
president in charge of televisior 
that half the nation’s populatior 
will have television service avail- 
able within a year. 


scree; 


Schlaifer Outlines Plans 


Charles Schlaifer, chairman of 


the Motion Picture Advertising 
and Publicity Directors Commit- 
tee, told the convention that the 


new enforcement of the films’ ad- 
vertising code would break dow 
without exhibitor help. 

Mr. Schlaifer recalled the 
posed New York law which would 
have given the state power to cen- 
sor motion picture advertising ma- 


pro- 


terial, brought on by the furor 
around “The Outlaw.” This bi 
was withdrawn, but revision o! 
the industry’s advertising code 


stemmed from the incident. 

“We beg of you that you stud 
this code,’ he said, “that 
study the reasons for the code 
adoption; that you, as the mal 
with the final responsibility 
put this code into effect in you 
advertising and publicity.” 

In addition to the code, th 
movie makers have outlined the 
public relations program, and 
tend to tell the public about: 

The 25 years of self-regulatio 
and achievements of the Motio! 
Picture Association; observanc' 
the advertising code without un- 


democratic censorship; contribu- 
tion of movies to taxes; com- 
munity of interest with scree! 


press and radio in preserving [ree- 
dom of expression; point up ex- 
penditures of the industry an 
importance in the national « 
omy; cultural contributions: 


fluencing world opinions; er- 
sonalities in the industry—in: 
ing local exhibitors, and the 1n- 


dustry’s role as a salesman for tht 
American way of life. 


Opens Chic-O-Line Drive 
Chic-O-Line Feed Mills 
Chickasha Cotton Oil Comp 
Chickasha, Okla., has launche 
fall and winter campaign u 
more than 70 newspapers in O 
homa and Texas, and the O 
homa Farmer Stockman. De 
display material and road s 
are also being used. The acc: 
is handled by Erwin, Wasey & 
Oklahoma City. 


Pillsbury Names Toff 
F. Leslie Toff, formerly 
Procter & Gamble as chemist 
packaging specialist and 
Carborundum Company, has | 
appointed head of the packa 
section of the research and p! 
ucts development department 
Pillsbury Mills, Minneapolis. 
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Goldwyn Waves 
American Flag 
at British Tax 


New YorK —To the British 
slogan, “If it’s British, it’s good,” 
Sa11 Goldwyn replies, “If it’s 
An erican, it’s unsurpassed.” 

\Jith imposition of the 
British tax on imported motion 
pictures, specifically American, on 
Sept. 1, Samuel Goldwyn Produc- 
tiors, Ine., and other American 
proiucers are trying to get Ameri- 
can exhibitors and the American 
public to pay more of the freight 
to keep the domestic industry go- 


n 
Lil; 


Mr. Goldwyn’s part of it was 
(1) an article in the New York 
Times Magazine of Sept. 7 and 
(2) more recently a spread in 
movie trade papers, through 
Foote, Cone & Belding. In the 


latter he reproduced an editorial 
from Showmen’s Trade Review 
suggesting that exhibitors charge 
higher admission prices for “cer- 
tain standard pictures” (such as 
the Goldwyn “Best Years of Our 
Lives’) and a letter from a Chi- 
cago theater operator on why he 
broke a long-established policy of 


“no advanced prices” in order to 


play “Best Years.” 
Joint Campaign Unlikely Now 


The movie industry as a whole 
s pruning production costs but as 


et has shown no intention to 
inite—just now when movie at- 
tendance is not too good—zin a 


campaign to get the public to pay 
still higher admissions. 

On Oct. 11, the Johnston office 
will send out 200 prints of a new 
two-reel short called “Power Be- 
hind the Nation,” the first of about 
a dozen such films which will be 
presented as public service films, 
and incidentally do a public rela- 


tions job for the industry. This 
picture, made by Warner Bros., 
had originally been intended for 


regular distribution; the Johnston 
iffice asked for it, and Warner’s 
ontributed the picture. Its profits 
will to the Damon Runyon 
Foundation. 


go 


Food Editors to Meet 

The newspaper food _ editors’ 
‘onference, sponsored by the 
American Newspaper Representa- 
tives Association, will be held in 
New Orleans, Oct. 27-31, at the 
Roosevelt Hotel. 


Look (6 lle 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
ONSUMER MARKET DATA BOOK 


tc Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


| 
| 


Four Appoint Ad Fried 

Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to direct the advertising of Sports 
Unlimited, Oakland and Alameda, 
sporting goods; 30th & San Pablo 
Furniture Warehouse, Oakland: 
Henry De Lugach, Oakland real- 
tor, and Coy hair curler. 


75% |Gabriel Maps Ad Drive 


The Gabriel Company, Cleve- 
land, during the next 12 months 
will launch an advertising pro- 


gram which includes national 
magazine consumer advertising, 
trade publication advertising, and 
a bigger newspaper, radio, point- 


of-sale and direct mail schedule. 
Hubbell Advertising Agency, 


Cleveland, handles the account. 


Appoints Greif 


Raymond N. Greif, formerly 
with Grumman Aircraft Engi- 
neering Corporation, has been ap- 
pointed director of advertising of 
Petroleum Solvents Corporation, 
New York. 


To Cutler & Quinn 


Cutler & Quinn, 
Mass., has been named to direct 
the advertising of John Bath & 
Co., manufacturer of Bath ground 
thread taps, thread gages and in- 
ternal micrometers. 


Worcester, 


Gets Arvin Account 
Noblitt - Sparks Industries, Co- 
lumbus, Ind., manufacturer of 
Arvin car heaters, radios, electric 
home appliances and metal furni- 
ture, has retained Roche, Williams 
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& Cleary, Chicago, as its agency. 
General magazines, newspapers, 
farm and trade publications will 
be used. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 


wage ge 


APPLYING EVERY YARDSTICK 


The use of all available yardsticks to anticipate 
paper requirements has long been a practice of 
ours. For it takes long-range planning to meet 
the present and future needs of those who use 
paper and those who sell it. 

Planning is especially important in an indus- 
try where so many steps must be taken be- 
tween the time trees are felled and the finished 
paper reaches the customer’s hands. Woods- 
men must work far in advance, millmen must 
have time to schedule paper machines: sales- 
men and distributors must concern themselves 
with everything that helps toward smoother 
delivery of the required paper products. 


d F 


Pees 


A big job, this—and because it’s bigger than ever 
before, far-reaching planning which gauges the 
customer’s requirements is more important 
than ever before. International Paper Company, 
220 East 42nd Street, New York 17, N. Y. 


INTERNATIONAL 
PAPERS fer Deniliing 
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M-G-M FM Unit 
to Expand Power 


\LeTourneau Appoints 


|Hyde Park Clothes Names| 


L. A. Welch has been appointed| Garber, Cossman & Co., Mont- 


|executive vice-president of R. G.| real, has been appointed to direct 
| LeTourneau, Inc., Peoria, Ill. 


New York — Metro-Goldwyn-|is president of the Avery Farm|program of Hyde Park Clothes 


Mayer, largest motion picture pro- 
ducer, will take another step to 


the next few weeks when WMGM, 


frequency modulation outlet of Station WENE Bows Chi 
WENE, a new station in Endi- Issues Book on cago 


cott, N. Y., has gone on the air.| The Chicago Convention Bureau 
WMGM has just begun operat- |The station is operated by Empire | has 


ing on a new frequency, channel | Radio Newspapers, Inc. 


WHN here, increases its power 
from 1,000 to 10,000 watts. 


No. 262 on 100.3 megacycles. Its 
new transmitter was displayed by 
Western Electric at the NAB con- 
vention in Atlantic City. Recently 
WMGM installed a four-bay 54A 
Cloverleaf antenna on its trans- 
mitter site at Cliffside, N. J., 
the first of its kind on the Greater 
New York skyline. 

WHN is one of six 50,000-watt 
stations here, four of the others 
being network stations, and the 
sixth WINS. 

M-G-M is now constructing a 
television station in Los Angeles. 


M-G-M RECORDS 
STARTS CAMPAIGN 


New York—As the opening gun 
in a national consumer campaign, 
M-G-M Records will start a 
monthly series of full-page ads in 
Life with the issue of Oct. 6. Be- 
tween Oct. 1 and Dec. 15, M-G-M 
Records will run six factory-paid 
insertions in 64 newspapers in 47 
large cities, to be supplemented 
by window and counter displays. 

A 1948 campaign will be an- 
nounced later. Donahue & Coe is 
the agency. 


Plans Juice King Drive 


National Die Casting Company, 
Lincolnwood, Ill., has scheduled 
a fall and Christmas campaign for 
its Juice King home juicer, using 
October, November and December 
issues of Good Housekeeping, 
Ladies’ Home Journal and Life. 
In addition, full-page announce- 
ment copy will run in Electrical 
Merchandising, Hardware Age, 
House Furnishing Review and Re- 
tailing Home Furnishings. Sales 
kits will be made available to dis- 
tributors and tie-in material to 
dealers. O’Grady-Andersen, Chi- 
cago, handles the account. 


Caine Joins Reynolds 

Howard C. Caine, formerly ac- 
count executive of Station CKEY, 
Toronto, has joined E. W. Rey- 
nolds & Co., Toronto agency, as 
radio director. 


ONLY 
EMPIRE 
GIVES YOU 
MORE THAN 
MANUFACTURING 
FACILITIES 


Empire does the job complete. 
Builds them 


Installs them 


Maintains them. 


All under 
One service 
One invoice 


One check. 


For further information contact 


EMPIRE NEON 


INCORPORATED 
General Offices: Savannah, Georgia 


| Machinery Company, and was for-| Ltd., Montreal. Russell T. Kelley 


merly president of the Hart Oil|Ltd., Toronto, is placing the ad- 
increase its importance in radio in |C°™pany in Peoria. 


|vertising, which is confined to 
trade publications. 


prepared a _ book, entitled 
|*Here’s Why Chicago Is the Con- 


Advertising Age, September 29, 1947 


vention Capital of the Nation,” 
which gives data on hotel ac- 
commodations (sleeping and meet- 
ing rooms), and diagrams of con- 


He} the publicity and public relations| yention halls in Chicago. 


AMA Issues Pamphlet 


The American Management As- 
sociation, New York, has issued 
a checklist of publications, entitled 
“Progress in Scientific Manage- 
ment—1945-47,” which reports the 
progress in business and industrial 
management since the end of 
World War II. 


Levy to Goodall Oil 


Richard R. Levy, former]; 


ad- 
vertising manager of the Sy» 
Sunday-only newspaper, Portiang 
Ore., has been appointed sale 


promotion manager of Goodal! jj 


Company, Portland. 


Forms Honeywell A. C. 


Minneapolis-Honeywell Reg ila. 


tor Company has formed a 


well A. G. 


One of America’s leading advertisers* writes, “Woman's Day 


produced the lowest inquiry cost of the books that we used. We 
subsequently have researched 1,000 of the inquiries and we find 


the results have been highly satisfactory. We are extremely pleased 


not only with the inquiry costs, but the type of new customer it 


produced ~ 


Na 


me upon request. 


wWb- 
sidiary company in Zurich, S‘vit. 
zerland, to be known as Honey. 
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Gets Seed Account ‘ ‘ to $500,000, the 15-year-old asso- | before the newspaper or national 
W. Wood & S Rich d Perfect Sleeper |ciation will boost its standardized | advertising; the latter is based 
y ad- +. ee ig orrose seve Y | “Perfect Sleeper” mattress and box | upon sales features found to be 
ht Va., seed company, has appointed Mattress to Get ; : ; 
. un Courtland D. Ferguson, Richmond, |spring-in Better Homes & Gar-|most effective on the dealers 
ind : 3 | . © | NS je.’ > ife , 
. +r handle forthcoming newspaper, | dé ns, Ladi« Ss Home Journal, Life | floors. 
) = farm publication, business aper| Big Promotion ;and Woman’s Home Companion.| Each association member also | 
| ‘. and outdoor poster campaigns. | Cuicaco—Serta Associates, Inc.,|In addition, color ads in The/will sponsor a drive using news-| 
—--—— |}an organization of 35 mattress} American Weekly, Parade and| papers, radio spots and sponsored 
‘ | - : e = | ° : #5" | » a ‘ 
-Cedar Ups O’Brien | manufacturers, will use full-page|This Week Magazine have been|programs, direct mail, and win- 
G, “a \ Pin or t _ |color ads in magazines between | placed by Gourfain-Cobb for the | dow displays, with material pre- 
eg ala 3 ak alia Gtlie anager of September and November to national organization. |pared by the agency and concen- 
| $ub Cedar of Canada Toronto. He | cash in on the fall bedding mar- | The promotion reverses the | trated through the heavy selling 
a Vit- was formerly in charge of com-| Ket. | usual sequence in that department | period ahead. 
TY ey- v he | 


pany sales in Ontario. | Ina campaign estimated at close |store and dealer promotion started Newspaper promotion, with copy 


gen nich out 


The lady illustrated hasn’t got her head in the clouds. To the contrary, she’s a composite 
of the more than 3,000,000 housewives and mothers who read Woman's Day. 
Her altitude is a figurative reminder that, in 1948, she will spend $10,287,000,000 to 
satisfy the appetites of the 11,400,000 members of her collective families: 
$3,726,000,000 for Food and Drink 
$1,863,000,000 for Housing and Household Appliances 
$1,377,000,000 for Clothing 
$ 648,000,000 for Transportation and Recreation 
$ 291,000,000 for Drugs 
$ 243,000,060 for Personal Services 
In Woman’s Day you won't be sticking your neck out in your attempts to reach her eye and ear. 
For Woman's Day, at the lowest page rate per thousand of any women’s service magazine, 
enjoys the greatest single copy sale of any magazine in existence, thanks to an editorial 
technique that (without advertising influence) has pulled more than 600,000 reader letters 
and 700,000 requests for instructions in a single year .. . from the most 
price-conscious, economy-minded women in these United States. 


Advertisers who count costs court women who count pennies. 


because buying is a woman’s business: 
. ; 
\ a oman Day is never done 


MAGAZINE 
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varying in size from color pages 
black and white, 
will continue through next March, 
when magazine advertising will 
be resumed. 

Theme of the drive will be the 
smooth, tuftless top and exclusive 
ribbon steel coils in the center 
section of the mattress which give 
extra support. 


| 
‘to two-column 


| Diccieioadl 


‘Agency Service Names 3 

George Janda, formerly with 
| A. E. Meyerhoff & Co., has been 
|named head of the radio depart- 
ment of Agency Service Corpora- 
| tion, Chicago. Eleanor Kalish, for- 
|merly with the Meyerhoff agency, 
|has joined the copy staff, and 
|Lawrence Miller, formerly pro- 
|duction manager of William Hart 
|Adler, Inc., has been appointed 
production manager. 


Appoints Couche 


George Couche, formerly pro- 


/duction manager of Montgomery 
& Co., Portland, Ore., has been 
named production manager of 


| Botsford, Constantine & Gardner, 
Seattle. 


KSO 


The station 
People LISTEN to 
in a market 
Where They BUY 


* 


Write for availabilities 

on KSO... the station 

that SELLS lowa’s 
TOP market 
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brates 
ISSUE OF BU 
SUPPLY $ 
{Closing October - 


NOTICE 
Space accepted until November 15th 
without proper listing guaranteed. 


96% of Future 


Mercury Buyers 
Still Want Cars 


DetroitT—Lincoln-Mercury  di- 
vision of Ford Motor Company 
has come up with the answer to 
an oft-asked question in the auto 
industry: What percentage of 
orders for new cars on dealers’ 
books are bona fide, non-duplicate, 
unwatered, firm evidences of an 
eager demand? 

First reports on a factual sur- 
vey by L-M in the Dallas-Houston, 
Tex., district, as presented by the 
division’s sales manager, Joseph 
E. Bayne, show that out of 16,802 


Phone 
STATE 5977 


Mercury orders in the district, 
3,634 were personally asked 
whether they still wanted their 
cars. . 

Positive assurances that they 
still were anxious to buy, despite 
long waiting and increasing prices, 
were voiced by 3,497, or 96.24% 
Only 137, 3.76%, said they did not 
want a new Car. 

Out of 3,181 orders for Lincolns, 
992 were questioned and 931 gave 
positive responses. 

The survey will be conducted in 
several other parts of the country 
to determine the actual demand 
for new automobiles. 


Gem Cancels ‘Falcon’; 
Shifts to Magazines 

The American Safety Razor 
Corporation, Brooklyn, on Sept. 
23 canceled “The Adventures of 
the Falcon,’ which it had spon- 
sored for 117 consecutive weeks 
over MBS on behalf of Gem 
razors, and shifted its advertising 
for the remainder of the year to 
national magazines. The company 
reported it felt the need of a 
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“visual” presentation of its prod- 
ucts to “most effectively take care 
of the job at hand.” 

The magazine drive, in Collier’s, 
Life, Look and The Saturday Eve- 
ning Post, will run continuously 
through the holiday season, and 
advertisements will emphasize the 
new Gem “Guiding Eye” razor, 
the new 2-Edge Reversible Gem 
blades, and Gem’s full line of 
holiday gift sets. The company’s 
1948 plans, as yet indefinite, will 
include national magazines, news- 
papers and radio. Federal Adver- 
tising Agency, New York, is the 


| agency. 


| course, 


Offers Comics Course 


New York University has opened 
an experimental workshop on the 
comics, starting Sept. 24. The 
with comics used as the 
basic text, is designed to analyze 
the influence of the comics and 
explore their educational possi- 
bilities. 


Burt Opens Office 

Francis Burt has opened an ad- 
vertising representative’s office at 
5241 Bonita, Dallas, where he will 
specialize in business papers. 


HO PUTS 


DISPLAYS IN THE CELLAR? 


This interesting question has puzzled many an advertising man whose adventure in Indoor Displays somehow 


missed the boat. It has caused at least as much frustration as“ 


was a good-looking 
“wrong shape’’, 


it into the cellar, 


DON'T 


“wrong colors’’ 


pr 


M 


piece but such things as 
, no style’, 


onto! 


“too big’’, 


“doesn't fit the product’ ’, 


“too small’. 


all dressed up and no place to go 
“no punch’’, 


‘not in the right mood’’ 


Sure, it 
‘no place to put it’’, 


, May move 


cCANDLISH INDOOR DISPLAYS ARE BUILT 


FOR SALES FLOORS 


W: | | : 7 | | | ; | : | 
we intimate it’s genius. It’s nothing like 


CLAIM it’s a gift do 


not 


that. It simply means a lot of hard work to pro- 


duce something t 
is plainly built t 
to serve the deale 
McCandlish men 
ot 


stores, 


terials and all the 


methods of display, 


hat pleases dealers, because it 
» serve the consumer and thus 
. 

study stores, products, types 
associated ma- 


details which spell the answer 


that make dealers feel 


that 


NOT CELLARS! 


it's smarter and 


more profitable to use the display than to 


ditch it 


Needless to say it’s the confidence born of this 


continuous study that helps to make an inter- 


view with a McCandlish representative stimu- 


lating and helpful. 


His chief concern is 


to 


produce displays that by merit win themselves 


preferred positions on the sales floor. 


His coop- 


to the dealer’s unspoken questions: “What will eration makes his cail worth while. Write if 
this do for me?’’ “Where can I put it?’ Things you'd like to have him call. 
TWO WAYS TO SERVE YOl Or on request we handle all the creative 
We reprodu hat you and your agency P work display origination and develop- 
m p ntributine unusua tru ment. Next year 1s not too far away. Per- 
) ch nd ingenuity, plu withfu haps you would like to have the McCandlis/ 
ret uctior man a 


McCANDLISH LITHOGRAPH CORPORATION 


LITHC 


R 


YGRAPHERS OF 


OBERTS AVENUE & 


POSTERS © 


STOKLEY 


& ADVERTISING 


STREET + 


DISPLAYS 


PHILADELPHIA 
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THE RACE WH oe 


DEATH.” 


mm yen Fed 


with » chine 
fetg's tie 


} 
} 


Liz 


Remember, The Life You Save May Be Be Your wr 


Wad ORM EOP ARES CONS: 


BLOOD—"'No one can actually hold 
you responsible . . . except your own 
persistent conscience!'’ motorists are 
warned in this ad, one of a New Or. 
leans Item series on safety. 


‘Item’ Puts Punch 


in Its Safety Push 


NEw ORLEANS — “YOU always 
see blood on your own hands.” 

Typical of the 26-week safety 
campaign now running in the New 
Orleans Item is the above punch 


line which appeared in a recent 
issue under the headline “STOP 
the Race with DEATH.” 

The 1,200-line ads, appearing 
under the sponsorship of dairies, 
utilities, insurance agencies, trans- 
portation, industrial and church 
groups, use an additional colo 


Copy and art for the insertions are 
produced by the service depart- 
ment of the Item. 

The newspaper has given Page 
3 position to all ads thus far run, 
and plans to continue the practice 
Because of the weekend accident 
rise, all insertions are scheduled 
to appear in Saturday evening edi- 
tions. 


Mozambique Station 
Adds U. S. Sponsor 


Lambert Pharmacal Company, 
St. Louis, through National Ex- 
port Advertising Service, 
signed, for Listerine, as _ year- 
around sponsor of “Myster 
House” on Radio Mozambiqu 
South Africa’s only comme! 
station. 

Other U. S. users of the statio 
include Longines-Wittnauer Wat 
Company; Borden Company 0 
Klim powdered milk); Sterling 
Drug; Wander Company: Nestles 


Milk Products: Colgate-Palmolive- 
ae al 


Peet Company 
cream); Lever 
(Lux), and 


(for Colgate 
Brothers Com} 
Decca Records. 


Launches Cosmetic Drive 

Full-page 
metic products of 
stein Ltd., 
monthly in 


ads. featuring 
Helena 
Toronto, will 
Ontario and eas! 
Canadian dailies. The first 
these pages will be directe 
teen-agers, tied in with the “|! 
to school” theme. MacLaren 
vertising Company, Toronto 
the agency. 


ap} 


Appoints Solomon 


L. J. Solomon, formerly 
promotion and. general mana 
of Straus & Schram, Chicago !f 
niture manufacturer, has Db 
named sales promotion and 
vertising director of the New | 
ton Store, Chicago. He succes 
R. V. Slaker, who has resig! 
effective Sept. 30. 


GM Appoints Alsdorf 


A. J. Alsdorf Export Corp 
tion, Chicago, hag been nuime 
export sales department for p! 


ucts of the home appliance 
partment of General Mills 
company will handle export :s 


everywhere except Canada. 
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South Wind Credits T° Critchfield Agency 


Critchfield & Co., Chicago, has | 


Peak Summer Sale | been named to direct a campaign 
: in consumer magazines and trade 
to Unusual Drive 


publications for Bonded Brands, 
Chicago manufacturer of sporting 
Cuicaco—Stewart-Warner Cor- | goods. 
ation’s unusual summer adver- eee 
ng campaign for South Wind | Promotes Olive Eglin 
heaters paid off handsomely— Olive Eglin, in charge of ad- 
to the extent that August was the vertising makeup of the Christian 
egest sales month in its history.| Herald, New York, has been ap- 


Names Swink Agency 


Plastic Research Products Com- 
pany, Urbana, O., manufacturer of 
plastics, has named Howard Swink 
Advertising Agency, Marion, O., 
to handle its advertising. 


Plastic Group Sets Meet 


The fall meeting of the Society | 
of the Plastic Industry’s mid- 
western chapter will be held at 
French Lick Springs, Ind., Oct. 
2-3. There will be two banquet | 
| speakers on Oct. 2: Gene Flack, | 


25 
advertising director, Sunshine Bis-|pany. “How to Promote Your 
cuit, Inc., and George H. Clark, Business’ will be Clyde O. Be- 
president of SPI, and vice-presi- dell’s topic as first speaker on 
dent of Formica Insulation Com-. Oct. 3. 


lowest cost per inguiry in 


this highly responsive field 


ATIVE + 101 PARK AVENUE. NEW YORK 


Beginning in June, the _ hot- pointed assistant to the advertis- 
weather drive stressed the con- | 1Ng§ Manager. 
venience of purchasing car heaters | 
while the supply was adequate | 
and mechanics had time to in- 
stall them. A departure from the | 
usual car heater promotion strat- | 
egy, the successful results enabled | 


the South Wind division to smooth 
out the peak production loads of | 
an otherwise seasonal business. 

With expectations of fall and 
winter sales at least equal to, if 
not better than those of last year, 
the company recently unleashed | 
fall and winter advertising | 
program with two-color copy in 
Collier’s, Country Gentleman and | 
The Saturday Evening Post. 


Heat in 90 Seconds 


The half-page ads stress the ad- 
vantage of hot heat in 90 seconds, 
long a basic selling theme. The. 
comfort of adequate heat quickly, 
especially to children and elderly 
people, also is emphasized in the 
hard-hitting sales copy. The ads 
are scheduled to run at bi-weekly 


i+ 
lo 


oomnecesiapanneesen 


intervals (monthly in Country 
Gentleman) through early De- 
cember. 

Last week 700-line black and 


white copy ran in 120 newspapers 
across the country, and will ap- 
pear monthly through December, 
to support the magazine drive in 
metropolitan markets. 

Dealers and distributors have 
been informed of the..company’s 
promotion plans and advertising | 
schedule in copy which is running 
in an impressive list of trade pub- 
lications. The back-up selling ma- | 
terial, including banners, folders, 
identification signs, mats and logo- 
types, is described and offered 
as a kit through the jobber or- 
ganization. 

Trade publication 
South Wind’s “double-barreled”’ 
profit plan. Two heaters, one a 
high-volume unit at $29.75, and 
the Custombuilt device, providing 
i1combined heating and ventilating 
system for the luxury market 
($99.50), are pointed up as offer- 
ing dealers a complete heater 
line. Both units employ the South 
Wind sealed-heat principle. 

MacFarland, Aveyard & Co. 
the agency. 


copy boosts 


SAJ market. From 


1S 


Adds International Unit 


Bell & Howell Company, Chi- 
igo, manufacturer of motion pic- 


equipment, has established , 
international division, which automotive! 
handle overseas distribution 


sales for other manufacturers 
hotographic equipment, in ad- 
n to Bell & Howell Filmo mo- 
picture cameras, projectors 
accessories. E. L. Schimmel, 
rt manager, will be in charge 
e new division. 


advertising tool. It 


fou’ gotta 
" DF Flint 


cts me to prove our claim.” 


change 


our copy on 


every male customer 


THEY'RE ROLLING THE 
WHOLE YEAR ‘ROUND IN 


19 STATES—AND more | 
THAN 9 MILLION CARS 


—SOME SERVICE JOB 
iT IS FOR ME. 


THE SUNNY SOUTHLAND 


> 


YEP— WE'RE DOING 
ONE-THIRD OF THE 
NATION'S AUTOMOTIVE 
SALES VOLUME! 


And at a time when automotive activity is slacking off in 
most parts of the country, it continues unabated in the 19 
nature-favored states served by Southern Automotive Journal. 


Get a good, clear picture of the 12-months active 


Texas and New Mexico, east- 


ward to the Atlantic ...a third of the nation’s 
area, a third of the nation’s population ...a region 
having more than 9 million motor vehicles and a 
third of all U. S. automotive outlets! 

Here’s where you can make sales the year-’round 
— parts, accessories, shop equipment — anything 


To sell down South, SAJ is your most potent 


takes your sales story to prac- 


tically every jobber, distributor, the majority of 
the important dealers, garages and aggressive serv- 


SR 


ae 


This Sunny Southland is the Nation’s 
Fastest Growing Automotive Market! 


ice stations in the entire market. With an ABC net 
paid circulation of 22,086, SAJ gives you the 
blanket coverage necessary for doing a 100% adver- 
tising job in the South and Southwest. 


Gain in Total Motor Vehicle Registrations 


1944 — 1946 
sournwest | uate» Saat-y Saakat-> Sualaby (5 8.52% 
Pl (oo Yoo LoL Ways 


Southern Automotive Journal 


GRANT BLDG. e ATLANTA 3, GA. 


TEXTILE INDUSTRIES 

SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 
SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH 

SOUTHERN BUILDING SUPPLIES 


7 ’ 
ee . 
| ee + , 
Chicago - . 
COD i eofender ee 
| Pp 
ABC MEMBERSH ee 
ee 
os _ 
2° 
2 em 
hold \/ : ema: shew ll? \W< 
r Own - i” ee ea , er oa ; / 
v Or. ‘ae  / i, a oS a = 
— “i F Fi ° : ae “ on is =—- _ GR. te A x “2 a 
. io hic, AY perc ee mais < \ as * se a i. 
a pe aro bs poate BR | OoN ae | 
apany, g ee ee 
| Ex- 
" year- 
ystery eee 
nercia ee 
stato! 
Watcl 
y (fo ; 
te) £ 
estics |) 
1olive- 
mM} \ tu 
appea i! 
Paster! ey 
rst I { 
i ee 
on “Ad- [~ a 
ito . — - ——. 
—f))- ; —  — 
ie © ‘ ote ie LS RN 3 
2. OY Le “ ia MOTIVE 
y = ww a * 
ee. aoe « ; —_ 
a x RUB- cia ; \ ob 
A . 7 OF F * a eum W.R.I «oe ‘ 
w Bos- a $2 ns a: us . i 
UCCE i TIC be wn y | M IT 
Sig! f K 3 1 | > zz 1] . Su w > 
‘| & ; 
we NIB) AAAs PUBLICATIONS 
— - ‘Z a eh fit 
rf a M+. 2 & swiniil 4 5 & ‘ 
orp' Bb NS * 
ine ’ 
. prod- ee . 7 
: ; e- pe ee a & > 
rt § - 
i. SS 


A letter from the maker of an ice fishing tip-up 
says: “‘... our advertisement that appeared in 
the November issue of Field & Stream . . . the 
results have been simply amazing. Inquiries 
and orders—41 in 20 days (the inquiries are 
still coming in).’’** The many advertisers who 
make Field & Stream a ‘“‘must”’ on their outdoor 
lists will tell you: It’s far more important to 
reach the key sportsmen than to reach 

the most people! 

Proof of results from the advertiser 

*From the testimonial letter files of Field & Stream 
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Double exposure means more sales. Field & Stream 


provides ‘double exposure.’’ That’s why—more advertisers 


used more space in Field & Stream for the first 6 months 


of 1947 and for the past 36 years than in any other 


sportsman's magazine. 


A recent survey among sports dealers 
asked, ‘‘Which outdoor magazines do sports 
dealers turn to for suggestions regarding 

. .. goods to stock... ?’’** The dealers’ 
first choice by a wide margin was Field 
& Stream. This is proof af Field & 
Stream’s influence at the point-of-sale— 
and proof of the fact that dealers are 
interested in selling products advertised 

in this magazine. 

Proof of dealer influence 

**From Richard Manville cealer curvey 
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The above illustration is a comparison of the adver- 
tising linage carried by the three leading sportsman's 
publications for the first 6 months of 1947. 


4 THE LEADER— 


t More fishing tackle advertisers 

used more space in Field & Stream 
in 1946, and for the first 6 months of 1947, 
than in any other outdoor publication. 
These advertisers appreciate the double 


value that “double exposure” provides. 


AMERICA’S MUMBER ONE SPORTSMAN’S MAGAZINE 
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‘News’ Names Alander 


Robert J. Alander, formerly 
general manager of the News- 
Journal, Mansfield, O., has been 


appointed advertising director of 
the News, Miami, Fla., succeeding 
George W. Thorpe, who resigned 
to become president of a broad- 
casting company in Coral Gables, 
Fla. 


Names Winifred Holmes 
Winifred Holmes, formerly as- 
sistant advertising manager of | 


Rheem Mfg. Company, has been | 


Textron Reduces 
Prices to Help 
Curb Inflation 


_ Little Urges Congress 
to Limit Consumption 


in U. S. and Abroad 


appointed associate merchandising | 


editor of Plumbing & Heating 
Journal and Plumbing & Heating 
Wholesaler, New York. 


Two Join Remington 


David H. Murray, formerly 
copywriter with Benton & Bowles 
and sales and advertising manager 
of Smith & Wesson, Inc., has been 
named copywriter and account ex- 
ecutive of Wm. 
Inc., Springfield, Mass. 
Miller, formerly advertising man- 


ager of Gunnison Homes, Inc., has | 


joined the agency as copywriter. 


URRENTLY The Wall 
Street Journal is iden- 
tifying by business, posi- 
tion and function more 
than 26,000 of its subscrib- 
ers, Or approximately 25% 
of its March 3lst total net 
paid circulation. 


A broad and comprehen- 
sive analysis of a unique 
business market! 


In the survey procedure 
of identifying a ratio of 
one out of every four sub- 
scribers by each state, 117 
questionnaire letters were 
mailed to subscribers in 
the state of Utah. To date, 
replies from 112 of these 
have been received! 


As one well known re- 
search man enviously ob- 
served, “that must be 
downright embarrassing 
to you — what happened 
to the other five?” 


The total return, as in pre- 
vious questionnaire mail- 
ings to Wall Street Journal 
subscribers, will average 
between 75% and 80%. 


Do you know of any other 
publication whose audi- 
ence is so responsive? 


May we show you 
complete analysis? 


the 


B. Remington, | 
Frank S. | 


| MANCHESTER, N. H.—A sugges- 
| tion that, to curb the inflationary 
|price trend, Congress “ration do- 
|; mestic consumption” was made by 
| Royal Little, president of Textron, 
|Ine., before the eastern subcom- 
| mittee of the Joint Congressional 
Committee on the Economic Re- 
port. 
Such 


rationing of food 
“at a point at which there would 
be annual surpluses of all scarce 
|commodities after taking care of 
/export requirements._ 

“This plan would work because 
the increase in available commod- 


}overhead by $1,000,000, and 
troducing more efficient machin- | 


and | 


ery. 

“But we are fighting a losing 
battle against inflationary pres- 
sures too great for any one com- 


pany or industry to check,” he| 
said. “Last spring the _ textile 
unions very wisely announced 


hat they would not request an in- | 


|crease in wages with this fall’s 
|contract renewals. 
however, the administration’s pol- 
icy of bidding up the prices of 
|agricultural commodities for 
| world relief has greatly increased 
| costs of many lines.” 

“As a result, the textile unions 
|had to reverse their position and 
ihave obtained wage _ increases 
which may ultimately cost the in- 
dustry, including garment manu- 
facturers, $337,000,000 


times that amount.” 


| $120,000,000. The company will 


salaries; $16,000,000 for rent, 
| power, supplies and miscellaneous 
| expenses; $8,000,000 for all taxes; 


in- } 


Since then, | 
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lait ORDER YOURSELF « vo 
J LE" RINGSIDE SEAT FOR THE 


GREATEST "BOFTLE” 
OF ALL TIMES #! 
9¢'3a Natural! 


annually | 
and the consuming public several | 


KNOCKOUT—With this copy in bot- 


tling business papers, and similar news- 


| paper and spot radio drives in 14 cities, 
Textron’s consolidated sales this | All American Drinks Corp. has suc- 
clothing, Mr. Little said, would be| year, he pointed out, may total | ceeded in expanding the market for its 


| new Joe Louis punch. William B.: Gra- 


lspend $47,000,000 for raw ma-| h#m Associates, 


| terials, $42,000,000 for wages and | 
| 


Joe Louis Punch 


New York, 
agency. 


is the 


ity surpluses would be gradual| $1,500,000 for advertising, and $4,-| Boosts Sales, Ads 
and the law of supply and de- nd 


000,000 for new machinery 


|mand would cause moderate)|equipment. Dividends of $1,500,- | to Dozen Markets 


downward price readjustments.” | 000 on the shareholders’ $30,000,- | 


Suggests Three Steps 


Mr. Little urged: 

“1. An immediate but gradual 
reduction in government pur- 
chases of agricultural commodities 
for foreign relief. 

“2. Congress should set export 


quotas for next year’s crops on all| announced a seven-point promo-| 


| 000 investment would 


| the balance of this gross income. 


| Westinghouse Maps New 
|Vacuum Cleaner Drive 


Westinghouse Electric Appli- 
}ance Division, Mansfield, O., has 


consume | ‘ ¢ , 
|a year after its founding and six 


New YorK—A little more than 


'months after it began to sell its 
principal product, All 
| Drinks Corporation now has dis- 
| tribution in 12 cities, is eyeing the 
lucrative Caribbean and Latin 
| American markets. 

The company’s principal prod- 


| commodities that are in short sup- tion program, using the theme|uct is Joe Louis punch, a grape- 


| ply.” 

| 3. The United States should 
|help stricken foreign countries as 
|far as possible to meet their own 


| “Sell the Cleaner She Needs,” to 
aid dealers in selling the Westing- 
| house automatic upright, tank and 
| Hand-Vac vacuum cleaners. 

| The program features a new 


| base soft drink. 
| pany was incorporated in June, 
| 1946, it intended to concentrate 
|on the Negro market; subsequent 


When the com- 


| needs. “Both the country and the demonstration display; a six-color | tests have indicated that it may 
|textile industry, for examp]e,| “selector” chart; a national adver- | do as well or better in white mar- 


would be in sounder shape if 
Congress made provision under 
the Marshall Plan to lend funds 
to foreign countries for the pur- 
chase of not exceeding 10% of our 
present less-modern textile equip- 
ment (approximately 
spindles.)”’ 


Textron Cuts Own Prices 


Mr. Little described Textron’s 
own recent efforts to control prices 
—including reducing prices on 
nany lines; cutting the price $1 
on its nationally advertised 
Nashua Purrey blanket; reducing 


tising campaign; a full-line folder, 
|““Which Cleaner For Me?”; Life 
| point-of-sale ads; local advertis- 
|ing aids, and a sound motion pic- 
|ture for sales training. 


| 


| Vickers & Benson, Toronto 
agency, has released two cam- 
|paigns in Canada for Grove Lab- 
| oratories, St. Louis. 
for Grove’s cold tablets will ap- 
pear in newspapers from coast to 
|coast and in farm _ publications 
until next March. Pazo ointment 
will also be promoted in news- 
papers and farm publications. 


Advertising | 


keting areas. 


| William B. Graham, based on 


|facts uncovered when he con-| 
| ducted a study of the Negro mar- | 


| ket for another soft drink com- 


2,000,000 Starts Grove Campaigns |pany. He organized the new firm 
of | 


with an 
| $500,000. 


initial capitalization 


Louis Becomes Stockholder 


Louis was brought in to front 
| for the company, but remained to 
become a principal stockholder. In 
addition, he gets 5% of the gross 
income or $1.75 for each gallon of 


The company was conceived by | 


| concentrate—which sells for $49. 
with a $5 credit for advertising 
and promotion. 

The company has been ap- 
proached by a major distiller with 
|}an offer to buy, and Louis’ s 
| would have been $50,000 imme- 
|diately, and a yearly guarantee o; 
| $50,000. 
| Only about 15% of the bottle; 
|}are Negro, and the percent 
probably will go down as 
| markets are opened up. Joe Lo 
|punch is now sold in Baltimor 
| Atlanta, Gary, Houston, Ph 
delphia, Pittsburgh, Plainfield 
Louis, Tulsa, Washington, Youn 
| town and Mexico City. 

A number of Negro celebrities 
| are stockholders and some of th 
|have been featured in spot radi 
| transcriptions, now in_ use 
|Baltimore, Philadelphia 
Washington. Newspapers, ca) 
|cards, outdoor, and bottling busi- 
|mess papers, as well as Negr 
be <1 are also used. 
| 


are 


and 


William B. Graham Associates 
is the agency. 
| 


‘Name Ward, Macdonald 


Ward, Macdonald & Stagg, San 


|Francisco, has been named 
|handle the advertising of White 
|Scientific Research & Develop- 


| ment, Alameda, Cal., 4-In-1 trail- 
ers; and La Femme Ltd., San 
|Carlos, manufacturer of Lady- 
finger, a plastic device for use ir 
applying nail polish. 


American | 


‘Women Study Adcratt 

The Women’s Advertising Clu! 
of Toronto will again undertake a 
|craft study group, which will visit 
engraving plants, advertising agen- 
cies, radio stations, printing plants 
and participate in other educa- 
tional features. The first class will 
meet Oct. 6. Enrollment is lim- 
ited to 40 members. 


Building | 
Asuppiy NEWS, 


7 


— | 


Chicago Photographic Illustrator 


(SEPTEMBER BETTER HOMES & GARDENS) 


~ 6 full pages in color 
VY 1/2 page black and white 
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pets more readers 


= per thousand 
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circulation in 


because our readers— 
having the P. M. Mind- 


read ads deliberately! 
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Plans Underwear Drive 
Stanfield’s Ltd., Truro, N. S., 


| will launch a campaign for Stan- 


field’s unshrinkable underwear in 


Canadian newspapers, magazines, 
weekend papers and farm pub- 
lications. Stevenson & Scott, To- 


ronto, is the agency. 


Names Graham Agency 


Hugh H. Graham & Associates, 
Hartford, Conn., has been named 
to direct the advertising of the 
newly acquired Dowding division 
of Charles L. Jarvis Company. 
The Dowding division is located 
in North Attleboro, Mass. 


_ 


keep you abreast of Business Conditions 
every month... right across Canada 


Plan your advertising and sales campaigns from vital market infor- 


mation supplied by Canadian Daily Newspapers Association. On- 


the-spot news from 65 daily newspaper markets keeps your advertising 


“on the beam.” 


Obsolete facts and out-of- 


date information plague 


every advertising and sales - 


The 


Daily Newspapers Associa- 


manager. Canadian 


tion 


urges manufacturers 


to study this complete pic- 


ture of business activity 
and current facts about 
every major market in 


Canada . . . every month! 
In addition, Canadian 
Daily Newspapers Associa- 
tion can give you hitherto- 
unobtainable information 


about present needs, de- 


sires and habits of the 
Canadian people. in every 


Canadian city. 


Enlarged issues of “C.D.N. 
Markets”, 


published  sev- 


eral times a year, present 


in condensed form basic 
data particularly valuable 
in estimating sales poten- 
tials of the principal cities 


of Canada. 


Daily Newspapers .. . the 


first choice advertising 


medium of Canadian ad- 
vertisers are first to offer 
business men fast, accurate, 
local statistics to help them 
plan successfully for bigger 
and better business in the 


months ahead. 


Mr. Sales Manager . . . see 
that the copy you now get 
of “C.D.N. Markets” is read 
by your sales and advertis- 
ing staffs . . . and routed 
through your office to all 


executives. 


DAILY NEWSPAPERS can give YOU com- 


plete accurate information about 


every major market 


Published by 
CANADIAN DAILY NEWSPAPERS 
ASSOCIATION 
Macdonald, General Manager 
903 Excelsior Life Building 
Toronto, Ontarin 


l. H 


cvery 


Month 


La 


| 


| 
| 
| 
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tages and uses made clear. VW, 
must be told about improvements 
in old products. If such pro 
tional work is done, it will re 
in greater sales and a highe 
standard of living.” 


Don't Pass Up 
Sales Promotion, 
Institute Warned 


WasHINGTON—Dr. Charles Phil- 
lips, president of Bates College, 
warned last week that business 
ought not to neglect the instru- 
ments of ‘“non-price competition” 
in the period of more difficult sell- 
ing ahead. 

Appearing before 
economic 


O- 


14 
ul 


Gum Products Sponsors 
$10,000 Slogan Contest 


Gum Products, Boston, has an- 
{nounced in a direct mail compaig; 
to 130,000 drug and grocery stores 
and in business paper advertise- 
ments, a $5,000 contest for retail- 
ers who coin a slogan not exceed- 
ing 12 words for B-Wise gum. 
submitted on an entry blank from 
a B-Wise counter display box. The 
contest began Sept. 15, will run to 
Oct. 31, handled by Reuben Don- 
nelley Corporation. Duplicate 
prizes totaling $5,000 will be 
awarded jobbers’ salesmen servic- 
ing the prize winners. 

Gum Products’ consumer pub- 
lication schedule on B-Wise, wit! 
no contest mention, runs to eighth 
pages in Life on a 30-time basis 
Bennett, Walther & Menadier 
Boston, is the agency. 


the second 
institute sponsored by 
ithe U. S. Chamber of Commerce 
here, he included as “non-price 
competition” promotional efforts, 
such as advertising, better serv- 
| ices, styling credit and other de- 
| vices. 

“Let me make it clear that my 
| belief in the need for more sales 
| promotion—for more effective sell- 
|ing through advertising and per- 
| sonal salesmanship—does not pre- 
|clude equally strong belief in the 
|need for price competition,” Dr. | 
Phillips said. 
| Each of these two methods has 
| its place in maintaining a stable | 
economy, Dr. Phillips contended. 
| “However, buyers attracted on a| 
| BOR<pEIOS basis might prove to be 
|more permanent customers than | 
| those obtained on a price basis | 
| solely. 
| “Some firms will decide to at- 
| tract customers by lowering their 
| prices, others by spending more 
|for advertising —and the con- 
|sumer, which both are trying to 
|please, will make up her mind 
| which she likes. 
| “The tools of advertising and 
|personal salesmanship must be 
| put to work in every possible way | 
even though this involves some} 
cost and even though it is con- 
| demned by many as being waste-| 
| ful. 
| “New products must be called | 
|to our attention and their advan-' 


Gross Joins McNutt 

Lyndon W. Gross has _ joined 
|George C. McNutt Advertising, 
Oakland, Cal., to work on copy and 
marketing. 


Comprehensive 
coverage of America’s 
leading retailers in sta- 
tionery and office supplies 


MODERN STATIONER 


A sk fcr rates, sample copy, 
“‘Market”’ booklet. 


e 
250 FIFTH AVENUE 
NEW YORK 1, 
N. Y. 
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A GOOD MARKET TO KNOW BETTER! 


The 5th Largest United States Farm Income 


1946 Farm Income exceeded a Billion Dollars 
Liquid Cash Resources now over Billion and Half Dollars 


World’s Largest Flaxseed Crop 


a.< 48 


Crop and Livestock Income Highest in History 
V¥ Farm indebtedness Lowest in History 
Alert advertisers realize that the Dakota farmer will buy 


carefully for farm and family needs, and in accord with 
Dakota prosperity. 


...and 100,000 farmers, or 70% of all Dakota farmers, 
TODAY read and respond to the Business Paper of this 
new Billion-dollar industry .. . 


A TA FARMER 


AKO 


ABERDEEN, SOUTH DAKOTA 


J. P. MALONEY, Advertising Manager 
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FACTORY said, and hased its nublishing program On these facts: 
“THERE ARE 50% MORE MANUFACTURING PLANTS WITH 100 OR MORE 
EMPLOYEES THAN PREWAR...THERE ARE NOW 22,000 OF THEM” 


conrinms 22,416 


ry-uarch 1945. by 
“arch 1945 employment, snd amount of taxable wages, January 
Number of reporting units, tarch 4 


Table 4 2--Old-age und survivors insurance: specified industry und size of reporting unit 


of establishments 
E it is an establishment or a group 
se pose ncaie Pa Saployment represents 
the firet quarter of 4 cue. ae 
ee wceivity pedeveng ae oe ae a peor SAS. tambie wages represent wages paid by 
, ee te i t the uiddie 0 ch . 
* goncern engages &® oe hag riou endin, heures : 
musber of ons P Te an wet $3,000, paid by any cre employer to uny one worker 
nd exc a6) 


phased on smnioyer reports of taxable wages fi 


(Vorrected to March lp. 1947) 


a een Size of reporting unit 


- 8-1 20-49 50-9 
Totul 4 4-7 9 
Industry 
Reporting units 
y 550 16 76 
216,610 230214 yO 492 48,307 35 503 
Tabulated Snteh cgocwsyesd dened ssess ee 29% 
106 
47 32 95 
CACORE ERE go sgbbtlORi cc cncevesconessocececes 822 1 ; ‘ae en 
“9 ” Qrananee and enorevertes= + panier ott 23h rit ena ts 
20 Pood and kindred "aap ee ON 1,557 5 3 < Re - 
21 Tobacco manufectures.cescosescerererereee sess + a ro ota 
Le-mil] productS.ceesseresesree” ms Ke : 
22 specie e 4 other finished products made ner aoe sais gas ass 2st 
23 apperel an 4) materials eoeeanee é “ eo ye eo y* is 
c ad si r materialB.«-+rrrr* ‘o0s ; 
ion rg he basic PFOGUCTH.«seeereeereeee® - oe reer _— — gee 
2b psc yis and finished lumber ProdUctBsseeersers 44 ed oe sv “a se " ‘ E 
25 A allied products .cocsccssceseseseecee’® sis ae Pk Ry 4 2 a er 
26 Paper ut ‘ d allied industries.--++s re 683 1,831 1,869 1, . 7 - 
at Prinelngs Fe alates it Tee sonbnsheesheoens® 10,369 2,603 < 7 178 198 137 4 39 52 
28 Chemicals ens allied productssrerererserrserres® 5 eer | : 7 32 ” d 
2 Products of petroleus and SB cecaanynstenesers® ae "6 3° ui i ‘t iS : ; 
30. ~Rubber phoduct@ceserercceccecseeenss eset aoe ean he . 2 3 2 i : : 
jl Leather and Leatner progucts. ape esanien te yee sas oe sr te mn a : : 
32 Stone. clay, and pluss _agpesior ene mapenagagenrer® Ren ieie ee vas 3 3) = 2 : 
MOLT productB.crerersserre® : 5 
33 Iron —— meptronoe’ (except autowodiles).-- ee : = +4 . a tt ‘ we 3 % 
«se a at and theif PFOAUCES.sseseceecce ’ ‘ - : a0 
4 Seumeeeen wetals and their SRRRERD Res setae res” as 4 xe 3 8 ec ta 30 : 
36 Electricel ae eae, Coa aa a ET Ry: ssh 2 snk ‘ e : : 
ch cert electrical’.ccorsssrrrtre’ 04 3 ‘ 
3 ee aa utomobile equipment.-.+++++r***" saa 9.995 y+ 9am a 
. 7 Austrie@Becererr** . 
39 Wiscellaneous manufactur ing industries ic 
»781 7,421.77) 


22,000, FACTORY has said over and over again — 22,000 plants of worker. Because it has to be up to the very minute on the record of 
100 or more employees in the manufacturing industries. Since May of milling millions of industrial workers, this count is better than a 
1946, we have repeated the statement ‘There are now about 22,000 Government census, which may quickly be out of date. 

plants with 100 or more employees, as against 15,000 in 1939.” 


| There's proof-positive of the great growth of the manufacturing industries, 
The 22,000 count came from the McGraw-Hill Census of Manufacturers, and upon which FACTORY based its program of expanded service in 1946. 
was published. Some people, not knowing the facts, threw doubt upon the 


FACTORY's announcement in May 1946 said that in 1947 we would 
22,000 —and discounted the necessity of FACTORY's circulation increase. deliver to advertisers 


Now Government figures show 22,416. This count comes from the © 50% more big plants lover 100 emplayecsi 
Bureau of Old Age and Survivors Insurance, to which all employers iid 
must submit Social Security tax returns on the earnings of every 


® Double the number of plant operating men than prewar 
FACTORY '’s publishing program was not built on speculation — but on research 
which produced a plant-by-plant check of over 70,000 units, and a count of 


the important-size plants which is now confirmed by Government figures. 


With over 51,000 net paid circulation, FACTORY offers 


operating officials in these important-size plants. 
a plant operating audience far greater than any other 


No publication that has not kept pace with the great 
growth of industry can possibly give you advertising 
values commensurate with today's sales potentials. 


monthly business publication can provide for your ad- 


vertising. And it is paid circulation, among top plant 


ake FACTORY the basic medium for your selling job all across the manufactur- 


Ng industries . . . no other publication even claims to concentrate, as FACTORY 


foes, on top plant operating men in the important-size plants in al] manufacturing. 


Dal 


BC 
BP 
A McGraw-Hill Publication 


FACTOR) 


MANAGEMENT AND MAINTENANCI 


Daal 


330 West 42nd St., New York 18, N. Y. 
a. 
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mericas Younaqest 


Many leading merchandisers are placing special emphasis on 


the youth market. Research, advertising and retail merchandis- 


ing plans are being directed at this vast young market. Enthu- 


ai 


siastic d@ back 
know thfhen y< 


market, dvolun 


For your immediate consideration on youn: 


Top advertising executives are taking a keen interest in this new 
kind of publication. These publications, editorially, are based on 
man’s earliest means of communication . . . the picture story. 
Today these picture stories, in exciting color continuity are pub- 
lished in magazines which have established an unprecedented 


sales record in the magazine publishing field. With sales of over 


50,000,@mics 


zine gi@dve 


interest@™ this 
Adverti@olla 
multi-m@doll 
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stic d@ back up this kind of merchandising because they 
Dw thihen you reach America’s youngest and most active 


irket @yolume and profits increase. The dealer also knows 


ufy48 advertising program 4,000,000 


),000,@mics magazines monthly, the largest of any maga- 
ne g'@dvertising executives have become increasingly 
terest@ this new advertising medium and its market. 
dverigollars spent in comics magazines is now in the 
yulti-mfidollar bracket and has about doubled each year. 


ut am@ll these comics magazines, there are a few that 


; 


4 CAR LOS ANGELES 

LDON SE R. F. GARDNER AND COMPANY 

sh Aven Illinois 645 South Flower Street, Los Angeles 14, California 
DEArbOMnE MAdison 6-4183 


: 


ctive Market 


that his customers make the final choice; which determines the 


brand that will move off his shelves. To be a leader today, you 


must sell America’s youngest and most active market... and to 


be a leader tomorrow, you must have sold them today. 


ECTIVE 


CASES 


have gained their popularity and acceptance in millions of 
American homes, through leading daily newspapers, coast to 
coast radio shows, and motion pictures. These comics magazines 
which feature “America’s Famous Comics Characters,”’ are the 
Harvey Comics Group. Your advertising dollars in the Harvey 
Comics Group will be a profitable investment for selling 


America’s youngest and most active market. 


¢ VA, J aii whe ' 
tad Commis Chau 


SAN FRANCISCO 


R. F. GARDNER AND COMPANY 
12 Geary Street, San Francisco 8, California 
YUkon 6-0293 
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Kisco Names Bloch 
Kisco Company, Inc., St. Louis, 
manufacturer of electrical fans, 


matches here has increased so 
| Sharply since they were televised 
| that new arenas are being oper- 


WBKB May Set 
All-Time Video 


air ventilating and cooling equip- | ated.) 

ment, has placed its advertising All the football games except 
with H. George Bloch Advertising Sports Record | hee of the Chicago Cardinals | 
Company, St. Louis. Cuicaco—The biggest sports| have secured sponsors. Sponsors | 


schedule a television station may | and teams include: American To- 
|ever carry has been lined up for | bacco Company, Notre Dame and 
this fall by WBKB here. Northwestern; Canadian 


An Advertisement About an 
October 20 Advertisement 


De Gnas antitien: om an-cnin area, WBKB has signed exclusive | and Keeley Brewing Company, 
rights to televise football games | Chicago Rockets. 

of all three Chicago professional | Canadian Ace also sponsors tele- 
football clubs and home games of | Vising of horse races; Keeley also 
Northwestern University and Notre | Sponsors boxing and _ wrestling 


this page, will be printed 
an announcement about 
the ““WEALTHIEST AND 


MOST-INFLUENTIAL Dame. The Notre Dame games in | shows, and Brown & Williamson 
MARKET OF ALL.” It South Bend, Ind., will be relayed Tobacco Company will sponsor 
will be headed: ‘‘Sell the here by WBKB’s new line-of-sight | Northwestern and DePaul Univer- 


ultra high-frequency transmitters. | sity basketball games starting in 
Twenty-five grid games will be| December. Chicago Blackhawk 
Whatever your product or shown—many more than any other | hockey games will be sponsored 
station will carry and more than|>y an as-yet unnamed company, 


service, this advertise- : meng Pe id 
ment will be important WBKB can hope to get rights for | e stauion sald. 


te you and your business. next year, when other stations 

We hope you will place it will be operating in Chicago. To Michel-Cather 

ou your veeding agends. In addition, horse racing, bas- | 
ketball and hockey are scheduled, | Hartford. 

as are boxing .and 

matches. (Attendance at boxing | rect its advertising. 


> 


People who Influence 95,- 
000,000 Buyers Weekly.”’ 


has 
And, Thank You for Looking! 


Conn., 


Ace | 
The only video station in this | Brewing Company, Chicago Bears, | 


Terry Steam Turbine Company, 
‘ appointed | a 
wrestling | Michel-Cather, New York, to di-|Veloped by Kaiser’s Permanente 


Advertising Age, September 29, 
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Since 1939 United Gas 
|Line Company, Shreveport, 
has been using a larger or smaller 
| list of executive papers to attract 
industries to the “Gulf South:” 
| Texas, Louisiana, Mississippi and 
|Alabama. A series of 12 888-line 
|insertions is running this year in 
|the Wall Street Journal and a 
|monthly page in two colors in 
| Manufacturers Record, Baltimore, 
|through Bozell & Jacobs (Louisi- 
jana). A larger program is now 
|being planned, with additional 
| publications scheduled, for 1948. 


| 


Pipe 


Kaiser-Frazer is working to- 
| ward that all-aluminum car (AA, 
| July 7) by easy stages. Edgar F. 
Kaiser, Henry’s older son, and 
| vice-president and general man- 


| ager of K-F, has disclosed that a 
new aluminum utility sheet de- 


| Metals Corporation “will be used 


No.1] IN A SERIES 


*NET ADVERTISING CIRCULATION 


(Based on a pilot study made by the Traffic Audit Bureau in Fort Wayne, Ind.—1946) 


ADVERTI 


SALES REPRESENTATIVE 


OUTDOOR 


i NATIONAL 
Of THE OUTDOOR INDUSTRY 


CLEVELAND 


60 RAST 42ND STREET 
NEW YORK 17, WN. Y. 


ATLANTA + BOSTON + CHICAGS - 


DENVER » DETROIT » HOUSTON - LOS ARSELES 


* Pal 


9 te - 


a | Dai i 
VELPRIA . 


INCORPORATED 


ST. LOUIS + SAM FRANCISCO + SEATTL 


oe gt 
Privat Z 


La., | 
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for various stampings to re 
steel” in K-F cars. It will be 
first in gasoline tanks. 

* * HK 

Look for Schenley to cut 

|in newspapers shortly, using more 
linage than before, and with , 
greater proportion of its advertis. 
ing dollar moving to newspapers 

* * ak 

It’s anybody’s guess as to hoy 

important the new Lorillarg 
brand, Embassy cigarets 
testing in two cities), really jg 
Before the war, the company 
pushed Beech Nut cigarets, a king. 
size blend for the _ low-pri¢ 
cigaret market, but never py 
much money behind it in 
| parison with Old Gold. As you’'y 
noted, Embassy’s agency is Geye: 
Newell & Ganger, not Lennen & 
Mitchell, which has the rest of 
Lorillard’s products. 

* * 


)0Se 


(how 


COM. 
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The Association of National Ad- 
vertisers expects its Radio Coun- 
cil to be in operation within th, 
|next two months. The council 
| separately financed by ANA men- 
bers who are substantial users of 
radio—has been in the planning 
stage for nearly two years. A 


| director has yet to be chosen. 
* * Ba 


General Motors has cancelled it 
,institutional campaign in maga- 
|zines, through Kudner Agency 
| Ine., and is now cooking up a new 
i'theme on which to resume the 
series. The new campaign, how- 
ever, probably won’t get unde: 
i wae until early next year. GM 
|has been spending at the rate ot 
| $1,500,000 a year on this series 
| the last theme of which was the 
_ importance of profit in business. 

} * * * 


| There’s an odd note to the in- 
| auguration of city-sponsored radi 
| broadcasts in Milwaukee, wit! 
|time for the three programs do- 
|nated by the stations. One outlet 
jis WTMJ, owned by the Milwau- 
| kee Journal. The city fathers h 
|complained that they couldn’t ex- 
|plain the municipal point of vie 
|adequately through the newspa- 
| pers. 
| The city program includes 
| five-minute city hall news pro- 
| gram, aired daily Monday throug! 
| Friday at 6:15 p.m. over WEMI 
a series of 27-minute program: 
| broadcast every other Saturday 
over WTMJ, at 11:30 a.m., and 2 
|similar municipal  progran 
|quarter-hour show, on alternat 
| Saturdays via WISN. 
* * * 
Ralston - Purina Company, 
of the country’s biggest use 
|cooperative film advertising, 
|more than 800 dealers using 
|service now, and more than 
| Nu-Enamel paint dealers are shal- 
|ing in screen campaigns spons0! 
|by the manufacturer. In mos! 
{cases the companies pay for 
|duction of the films and split 
theater time cost 50-50 with re- 
tailers. In some cases, the dealet 
| pays the entire display cost. 


‘Moss & Arnold Moves 
Moss & Arnold Company 
moved its offices to 254 W. 4! 

St., New York 19. 
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Experienced 
Advertising Salesman 


Between 30 and 40 years old 
wanted by well known large p! 
lisher in New York City. Know 
edge of field desirable 
Eastern territory. Salary $5000 | 
$6000 to start depending on qu)! 
fications. Send particulars abvoul 
yourself to: 


grocery 


Box 6829. ADVERTISING AG 
330 W. 42nd St.. New York 18, N 
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Ad 


The Stubby the 


CONVENIENT 
RETURNABLE 


% fsemiaw 


parckeven, OLYMPIA, Ame 


OLYMPIA 


* “Ite the Water” 


Ask for a 
“Stubby” 


OLYMPIA BREWING COMPANY 


OLE MPLA WASHINGTON. woo 


FOR ECONOMY—The “Stubby” re- 

turnable bottle —no throw - away — is 

promoted in this extra color newspaper 
copy. 


Olympia Brewing 
Pushes Returnable 
‘Stubby’ Bottle 


OLYMPIA, W As H.— Countering 
the promotion of non-returnable 
beer bottles, Olympia Brewing 
Company has launched a news- 
aper advertising campaign in 
Pacific Northwest dailies remind- 
ng consumers that “The ‘Stubby’ 
s the economical bottle!” 

Copy emphasizes that the re- 
turnable bottle “spells economy 
n your beer purchases,” and that, 
ecause of its compact size, it 
saves space in the refrigerator. 
The campaign makes no men- 
tion of the promotion by eastern 
beer manufacturers for the lighter 
throw-away bottle, which cuts 
freight costs on beer shipped long 
listances. But Olympia, originator 


f the “stubby” bottle and now 
the leading beer producer in the 
Pacific Northwest, plugs the} 
theme, “Ask for a ‘stubby.’ ” 


Initial copy was run Sept. 22. 
Extra color is used where obtain- 
ible. Botsford, Constantine & 
Gardner, Seattle, is the agency. 


Standard Oil (indiana) 
Supports Safety Drive 


Standard Oil Company 
liana), Chicago, 
‘Stop Accidents” 
ng conducted 
tional Safety 
ertising Council, 
ampaign this fall designed 
each millions of football 
throughout the nation. 

Special radio messages 


campaign, 


sertising Age, September 29, 1947 


|Newspaper Adds Feature} Estlin to White Rock 


The Dallas Times-Herald has | A. J. P. (Pete) Estlin 
|added a 20-page tabloid-size sup-| bottling industry for 23 years and 
|plement, containing a full-length| until recently a manufacturer’s 
| novel, as a Sunday feature. Price|representative, has joined the 
of the Sunday edition has been} White Rock Corporation, New 
| nesenene from 10 to 15 cents. | York, in an executive capacity. 


To Electric Products |Werk Names Jones 
| 


Electric Products, Inc., Pitts-| Ralph H. Jones Company, 
burgh, has been named exclusive|cinnati, has been 
distributor of Motorola products, 
manufactured by Motorola, Inc., 
| Chicago. 


Cin- 
appointed to 
Company, Cincinnati, 
facturer. 


soap manu- 


with the | 


| handle the advertising of M. Werk | 


35 
Appoints Tatkin A.M. 


Albert Tatkin, formerly with 
McCarty Company, Los Angeles, 
has been named advertising man- 
ager of the Vapor Recovery Sys- 
tems Company, Compton, Cal. He 
will be in charge of advertising 
and sales promotion and will assist 
in sales engineering. 


Sets Special Promotion 
Reliance Mfg. Company, Chi- 
cago, has signed 2,014 dealers for 
participation in the coming fall 
“Big Yank Week,” which will pro- 
mote Big Yank utility clothes. The 
promotion will be backed by a 
two-color page ad in the Oct. 


20 issue of Life. 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. aovertisine ea 


HEAD OFFICES 200 BAY STREET TORONTO 


TORONTO «© MONTREAL « WINNIPEG «© REGINA + CALGARY «© EDMONTON «© VANCOUVER 


(In- 
will promote the 
be- 
jointly by the Na-| 
Council and the Ad- | 
with a special 

to 
fans 


each 


veekend urging motorists to drive 
arefully will be broadcast during | 


5 


Sames over 


27 separate Stand- 


rd Oil radio programs heard over 


eading stations throughout 
tates in the Midwest. 


ompany will inaugurate 
innouncements over 
speaker systems 
lay caution 
rive home. 
Chicago, is the agency. 


urging fans 


as they begin tc 


Holleb Launches 


Anniversary Campaign 
leb & Co., 
tor, next 
wspaper 
ring the company’s 
ary celebration, which 
the entire month 
vill offer 


month will launct 


wil 


products at money-saving 
nt-of-sale material will be 
available to grocers. In ad- 


$500 in prizes will be giver 
in a dealer display contes 
either window or 
displays of 
er & Kuttner, 
the account. 


points Messick V.P. 


irleton Messick, former] 
Herman Body Company, 
has been mg Steere 
Morris Messick 


ent of 
ton, public relations 


Chicago, han 


firm 


14 
During the 
ing moments of the games, the 
special 
stadium loud 
to 


McCann - Erickson, 


Chicago food dis- 


and radio campaign 
28th an- 


of October 
housewives 28 Hol- 


interior 
Holleb products 


) 


1 


] 


y 


St 
vice 


Inc., 


PAUL H. ATKINS 


General Manager 


“Winturop Suoes 


| p " C THE MAGAZINE FOR YOUNG MEN 


Buying Market! — | 


“PIC readers .. young men on their way 
up, style-conscious and value-wise with brand 
preferences not yet determined . 


. are just the 


type of prospects Winthrop’s looking for. 


“Youthful styling has always been our policy. 
PIC delivers a concentration of young men, 
fashion-wise and shoe-conscious. 


That’s why 


we consider it such an important factor on our 


122 EAST 42nd STREET, 
NEW YORK 17, N. Y, 
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Ex-OPA Branch Shows How 
Dealers’ Wartime Profits Rose 

WASHINGTON—Remember not so 
long ago when virtually every re- 
tailer admittedly enjoyed lush 
wartime profits? For a closeup of | 
boom times in at least one retail 
trade, send a dime to the Super- 
intendent of Documents for “Sur- 
vey of Electrical Appliance Deal- 
ers,” No. 4 in a series of industry 
reports compiled by the economic 
data analysis branch of the now- 
defunct OPA. 

In cold balance sheet figures, 
this brief brochure shows the 
steadily improved profit position 
of 500 sample appliance dealers 
for the years 1939, 1941 and 1944 


—wartime supply problems and 
reduced net sales notwithstand- 
ing. 


Net profits before taxes for these 
retailers went from $2,200,000 in 
1939 to $4,200,000 in 1941 and, 
despite a sharp drop in new sales, 
to $4,400,000 in 1944. From fig- 
ures like these Chester Bowles 
argued that retailers could afford 
to take smaller markups to keep 
down the retail price of returning 
durable goods. 

Net sales for these appliance re- 
tailers were $45,600,000 in 1939, 
$61,900,000 in 1941, but only $43,- 
700,000 in 1944. As a percentage 
of net sales, profit before taxes 
climbed from 5% to 6.9% and 
finally to 10.2% as selling became 
easier. 


With the developing § seller’s 
market, commission and _ selling 
costs fell from 2.8% of net sales 


in 1939 to 2.6% in 1941 and 1.9% 
in 1944. Advertising and pub- 
licity costs dropped from 2.4% in 
1939 to 2.1% in 1941 and only 
1.5% in 1944. 


War Assets Administration sud- 
denly found itself out of the ma- 
chine tool business last week, 
when the Army and Navy let it 
be known that they would re- 
claim most of the remaining 126,- 
000 “surplus” tools as a “reserve 
against a national emergency.” In 
all, the military will take about 
92,000 of the remaining 126,000 
tools, all but closing out the WAA 


_I 


We Got ‘Em! 


“The Texas Rangers” transcrip- 
tions of western tunes are tops in 
quality of content. The price is 
reasonable — scaled to the size of 
the station and market. Available, 
too, af cost is an attractive song 
book for give-away or self-liqui- 
dating offer. 

Write or Wire for Complete Details 


The Texas Rangers 


AN ARTHUR B. CHURCH PRODUCTION 
Geo. E. Halley, Mgr. Syndicated Features 
PICKWICK HOTEL, KANSAS CITY 6, MO. 
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stock of usable equipment. 

At the same time, WAA let it 
be known that it is vigorously 
pushing the sale of the $3.5 billion 
in surplus war plants. 

Administrator Robert Littlejohn 
said that the sales force will “get 
out on the street and ring door- 
bells” if necessary to find pros- 
pects. 

Commerce Department has com- 
forting news about increasing pro- 
duction of paper and _ paper 
products — for everyone except 
newsprint consumers. Over-all 
production of paper and paper 
products is up 11% over 1946. 
North American newsprint pro- 
duction is up 8%, thanks to new 
machinery in Canada and the U. S. 


But Commerce 
still very scarce, with supplies 
selling at fancy black market 
prices. Despite sizable quantities 
now arriving from Finland, Com- 
merce sees no solution to the 
newsprint shortage until 1949 or 
1950. 


finds newsprint 


Boom times, with “intensive 
utilization of capacity,” have done 
miracles for manufacturers’ profits, 
too, according to a new Federal 
|Reserve survey. Looking at the 


| 1946 experiences of 2,600 selected | 


|/manufacturing firms, Federal Re- 
|serve discovered profit volume up 
|along with business volume. More 
| important, it found “a greater vol- 
|ume of profit for each volume of 


| business transacted”—bigger profit | 


| margins. 


The National Association of 


Real Estate Boards would like to| 


buy some network radio time to 
|tell the 
|munity services performed by 
realtors. NAREB Executive Vice- 
President Herb Nelson says the 


industry’s story ought to be re- 


public about the com-| 


Advertising Age, September 29, 


ported weekly by radio to at least 
200 cities. 

The association’s current bulle- 
tin suggests that realtors kick in 
an extra $5 annually to build a 
$200,000 public relations fund. 
Currently NAREB gets $10 from 
each member but only 75 cents 
goes to public relations work. 


A Washington Post poll of dis- 
trict residents shows that 90% 
definitely intend to remain here 
at least another year, despite the 
diminishing number of federal 
jobs. With the number of house- 
‘holds up 45% since 1940, only 5% 
currently plan to leave within a 
year; another 5% are undecided. 

ok os * 

Addenda: Farm Credit Admin- 
|istration finds a record of 5,000,- 
000 farmers now in farm market- 
ing and purchasing co-ops, with 
membership up a half million in 
a year. Co-op volume went from 
| $5.6 billion to $6 billion. .. State 
Department has named a 17-man 
committee to supervise its over- 
|seas radio broadcasters. An in- 
terim group, pending formal con- 


947 
gressional action on “The Voice 
of America,” the committee jp. 
cludes representatives of ning 
broadcasting companies thai 
operate in production of ort- 
wave programs. 

Be * * 
Distilled Spirits Institute fea. 


pyramiding state and federal taxe 
have priced liquors “beyond t| 


Le 


point of diminishing returns.” Re. 
cent figures show federal incon, 
from liquor taxes off 40% fron 
the $251,000,000 October, 1946 


peak. May, 1947, receipts were 
 $150,000,000, compared with bet- 
ter than $200,000,000 during eac; 
|of the first six months of 194¢ 

| 2.8 

| A-la-Carte: Agriculture De. 
|partment has six new farmhous 
|plans “for modern rural living 
| usable in any region of the coun- 
try, and designed by enginee: 
|architects and home economist: 
They are available from count) 
agents or county home demon- 


| strators. Commerce Depart- 
|ment field offices are offering th 
first in a series of sales fore 
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* 
What a stupendous mar- 
ket “editorial screening” 
provides for hand lotions! 
In BH&G homes, there are 
some 292,500,000 stacks 
of dishes to be washed 
every month. 
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37 
OiceM training films. Titled “Mr. Stuart |! nsoli . 
Pe in- a wers the Question,” it shows ABC Co lidates Unionto wn Drys Plans to Market 
nine how a small retailer can help his Holly wood Office Space L T t O N F F d 
al CQ. employes become more valuable —— ee age ose, wo Oo ne ew rozen fete) 
ort-M ond contented helpers. pany has lease ne property a Unsowrows, Pa.—'Twas a long At 
al 6361-6365 Sunset Blvd., Holly- ; te Seyt = oe Vendor In 1948 
wood, where it will soon consoli- pov yoann. heen pes jem Cc A tad 
. . date offices of the company now Vv : ¢ eh HICAGO— new coln-opera ec 
fears Appoints Thomas, Wright located in various sections of the | tion on the issue of whether there | machine ‘which vends any size 
l taxes John H. Thomas, vice-president | city, Occupancy is expected about | should be liquor sales in the com- | frozen food or ice cream package 
id thefin charge of sales, has been aP~ | Nov. 15, with the Hollywood Cen- | munity. without adjusting the mechanism 
.”” Re. pol me dee ae ae t- building oy: eumaet Blvd.| The dry “Local Option Com-| will be marketed by United States 
Ncome My chasu ; s-UC offices being e firs Oo move. : ee ‘ “use | 7 Peas amie  "S 
. — Fiberglas Corporation, Toledo. He Presta’ aunst oucupled a: Sunset mittee” went so ae as to fea cod ; Vending Corporation early in 
ON Bi succeeds George E. Gregory, who | and Vine Sts. will be retained and the newspapers o ‘trying o high | MAGIC—Official Photos Co., Holly- 1948. 
1946, B ocisned to become president of | executive offices will continue to| Pressure” the public into voting | wood, Cal., has this selection of Magic- While the vendor was originally 
vere ff Morton-Gregory Company, a new | be housed there. wet. . Pix holiday greeting cards (which are perfected by Clarence Birdseye, 
h bet- company being formed to manu-| In paid advertisements they —— ayy eg av by elgg “ti patents have been purchased by 
g each#P facture and sell new industrial : s charged: “The Morning Herald| reacy vor me ristmas trade. lovey . S. Vending. The device is 
n4¢ and consumer products calling for | Starts Canadian — 4 and Evening Standard, which de- Associates, Hollywood, is the agency. claimed to be the only machine 
Out kee been appointed| tom Aine dame Rie, ter Se ee Dane Sere a yet made which will vend at sub- 
righ oa * ; ae iberate lies | i ‘atures wi ail 
 De-Mowens-Corning’s general sales|ronto, has launched a series of oo ‘ — = agen ies | Appoints emington zero temperatures without frosting 
nhouse # manager. ads in Canadian daily newspapers |#20¥% US and about our cause.| Wm. B. Remington, Inc., Spring- | UP- ; ie 
living Se oe and magazines for Gova perfume, They have refused —— tried | field, Mass., has been appointed | The company’s 32 distributors 
- COun- . P which is packaged in England. |to even censor our ads.” to direct the advertising of A. P.|across the country, who now 
rineey Sinclair Ups MacDonald ssinoenntanaiaii The city voted wet, two to one. ie gp Ringe yd , Albany, | handle the regular line, will estab- 
omists Byrnes MacDonald, who joined ™ ——___—_- x. campaign wl e launched | lish market outlets for the vend- 
county sinclair Oil Corporation, New Adclub Elects Carlson To Schacter & Fain for APW_ Onliwon household | ors. The machines will be resold 
lemor. fg York, in 1946 as executive assist-| Harvey Carlson has been elected | towels, using newspapers, and an-|4, gealers. with special emphasis 
‘aie ant to the president, has been ap- | secretary of the Jamestown Ad-| Schacter & Fain, New York, has | other campaign will be started in | locati : he hich d t ies 
€parl- @ ointed assistant director of pub- | vertising and Sales Club, James-| been appointed to direct the ad- business papers for APW Caliwen | ee mini . an a 
ing thefMjic relations and advertising for|town, N. Y., succeeding the late|vertising of Pembrook Fabrics | paper towels, toilet tissue and seat |handle food, such as _ tourist 
» lorce the company and its subsidiaries. |Carl A. Hanson. Company, New York. | covers. | courts. 
| <Any size package of frozen 
|food, ice cream or ice cream bar 
|can be handled by the machines 
i ee | without regulation, and they will 
“ | take various combinations of coins, 
: making change where necessary. 
4 Price changes pose no special prob- 
"y |lem since the vendors are easily 
|adjustable for rising or falling 
: prices. 
| For the present, the company 
plans no special campaign, but 
Ris will continue its institutional 
drive. Final promotion plans will 
not be announced until an agency 
is appointed, probably within a 
week or two. 
f Holley Drovs Account 
Robert Holley & Co., New York, 
Was resigned the account of Pen- 
teem a zel, Mueller & Co., Long Island 
City. 
This young couple is standing on a screen. content that people need and want for better 
- ’ : living in better homes. 
Phat sereen is a symbol — a symbol of what 
rm a good magazine should do. And how well has our screening succeeded? pe GS 
» Y j be in 45 YEARS 
/ + / > ‘ Z . = = . 
}] | j ‘ It should do a job of screening readers First —it has built a circulation that tops = 
} ] because readers are a market. 3.000.000. 
j 


. And the way to make sure that the best pros- 


Second 


it has attracted families who pay 


cts I ‘ arke rel ¢ re Is \ _ o 7 . 
pects in a market do not get away is to know more for their homes, have more rooms per 
» screening was > é aga- ‘ ‘ = Sen ; , ; 
how the screening job was done by any maga person, more new refrigerators, more prompt 
zine that goes on your list. 


| ) ] repairs — more of everything that makes a 
| rr Better Homes & Gardens concentrates on better home than even their neighbors in 
families the same block. 

It concentrates on the better families people Three million circulation to such families 


interested in better living in better homes. as these Is too good lo pass up. 


It screens its readership by sticking 100%? to 


the kind 


Get the whole story of “editorial screening” 


of editorial 


service information from your BH&G representative. 


Follow Thru Pays 


Now is the time to employ our counsel and 


services to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to ‘‘Pipe- 
in” the force of national advertising 


36 Pages 420 Pictures 
on Exhibit of Performance 


Write for a copy of it Today 


A on your business letterheod 
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27 Miles Of New 


For Sale: Freight Service 
What Makes A Specialist * 
For Sale: Roller Chains 
For Sale: Ink 


Springtime For Sale - : - 
For Sale: Paper 


This Little Mechanism Ma 


For Sale: Electrical Equ! 


For Sale: Plant Sites 


For Sole 


Cure For A Tractor's T 


For Sale: Forged Inc 


+ Site 
‘ 


For Sale: Plo 
Aytoma 


For Sale 


T t 


For Sole 


Above 


Freight Cars 


Fuel For The torch of erty 


__ , Butter Your Bread O 
Why The Lady |!s All Lit Up 


For Sale: Office Systems 


For Feeding A Family . 


Industrial Chemicals 


What's Unusual About A Cl 


While She Powders | 


A Pioneer In Pensions --- °° °° 


“fine enough for 
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Pennsylvania Railroad 27 
Al Paul Lefton Co., Inc. 
ee ae we ee Diamond Chain Company, Inc: 29 
Kirkgasser-Drew 
Sun Chemical Corporation 47 
}, M. Mathes, Inc. 
50 


The Mead Corp- 
Gray & Rogers 


gg pee ee ES 


pany, Inc. 147 


_ P.R. Mallory & Com 
t Co 


y Puzzle A Housewife - - 
The Aitkin-Kynet 


pment 
171 


n The Right Side . - Texas and Pacific Railway Company 
Rogers & Smith 


7 Diebold, Inc. 173 


McCann-Erickson, Inc. 


Witco Chemical Co. 189 


Hazard Advertising Co 


OrAfire.- sss °°" 


Brake Shoe Company 191 


American 
Fuller & Smith & Ross, Inc 


oothache 


Jystrial Tools 
a Research 198 


pment Boord) 


_, . South Corolin 


(Planning & Develo 


othespin¢.--- °°" * 
ler, Neal & Battle Adv 


Lil ertising 


202 


pewriter Co. 


_ . American Automatic Ty 
rant Advertising 


er Nose. -- °° 
Typewriter Paul G 


merican Telephone & Telegraph Co. 208 


_A 
N. W. Ayer & Son, Ine 


e 200 headlines in October considered 


are random dozen of th 


FORTUNE” s best professionals. 


by advertising’ 


There’s no simpler test of whether a 
man is ““management” than to know 
whether he would help choose his com 
pany’s new plant site. And there’s no surer 
test of a management magazine than its re- 


sults for plant site advertising 


T . . 

: ypically, in one campaign which drew 2,407 

inquiri | 
quiries, FORTUNE produced 26.3% of the 


total response from 12 magazines 


en because of their unequalled interest 
in plant sites, FORTUNE readers are your 
best prospects for all the things that go into 
plant sites—for all the products offered 
under these headlines from the October 
FORTUNE —as well as for roofing, piping 
concrete and steel; power plants, Pe 
presses, ball bearings, and cable; type- 


writers, stationery, files, and furnitur 
, e 


ee 
d a long, long list of etcetera. 


WHERE INDUSTRY’S BEST BUYERS 


MEET ADVERTISING’S BEST SELLERS 
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PHOTOGRAPH 
REVIEW 


TIME OUT AT SNPA MEETING—Lef¢t to right, at the Hot Springs SNPA con- 
vention, are Loyal Phillips, advertising director, New Orleans Item, and chair- 


man of the SNPA advertising committee; H. T. Riddle, advertising director, =::: 
Shreveport Journal; Jack McFarland Jr., president, News-Journal, Murfrees- =: 


boro, Tenn., and Ken Howard, general manager, Arkansas Dailies. 


NEW SNPA OFFICERS—Director, Mrs. Oveta Culp Hobby, executive vice- =: 
president, Houston Post; director-at-large, K. A. Engel, publisher, Arkansas 3: 
Democrat, Little Rock; president, Lisle Baker, vice-president and treasurer, :::: 
Louisville Courier-Journal and Times, and treasurer, Ralph Nicholson, publisher, =:: 


New Orleans Item. 


SPEAKER-PUBLISHER-ADMAN—Dr. Mark Ellingson, left, president, Rochester rs 
tute of Technology, speaker at the Southern Newspaper Publishers conven- °::: 


tion, is shown with W. C. Allsopp, publisher of the Arkansas Gazctte, Little 
Re 


sentative. 


k, and James J. Cooper of John Budd Co., Chicago, the Gazette's repre- we 


i1OT SPRINGS CONVENTION—Left to right are Tams Bixby Jr., publisher, sc 


GIVE-AWAY—Pyro Plastics, Westfield, 

N. J., made this whistle premium for 

National Peanut Corp., New York, dis- 

tributor of Planters peanuts. The trade 

character is made of Celanese Corp.'s 
Lumarith plastic. 


io 


ER 6b} } 


ga, '847 ROGERS 


jai iio 2 — 


PERMANENT—Three patterns of 1847 

Rogers Bros. silverware are embedded 

in a block of Plexiglas to make this 
counter display for dealers. 


TAKES OVER—W. Arthur Lee, presi- 

dent of Lee-Stockman, New York, new 

president of the First Advertising 

Agency Group, receives the gavel 

from the retiring president, Robert M. 

Jenkins, vice-president of Smith, Taylor 
& Jenkins, Pittsburgh. 


Zs 


The kid who was frightened 
by a stick of candy 


it + * t 3 tt frighteapedt thier jetties, cooking fats and oiks axed treme 
Hi oe ait raids He " @ hunger. He aaw ngs your friend + hevesd ally eae 
ad reaiets she $f filth tHe saw « tet nd apprectat food ¢ tre sehen tot 
for an eight year abd by A. prev axsmual 
a fe wer enw a stick of comedy That's why Americans hare sent millions of Fraser 
r 3) ther furopean kids bie age Morrie parcels overseas. Here's what Fraser, Morris 
offers 


They can recagmize blood. these youngeters — ber 


they dom‘) know whrar fare is Mhke TAROCED” PARCELS — des aot 
They know the caste of crusts — but not cookies te palates oof the receguents 
These children ea om They «a nutbie f MEVIOUAL SECHONS 
} wrupene e wet sal 
attced 
QUAL ANTES OR IvERY 
there bet 
te the 


matter CmASOE 42°C COUNTS 
FOONOMNE AL PRICES 
Varieties like butter. bert, bacon, ham, janes and “i oe 


Foe fat of pasrce! aumnrtemmats and ste: aburmctam mote vad or pone Mie Stew art 


Fraser, MoniseCe,ine 


‘ * Agéress ~ FRaMOREIS, BF 
America’s gest Shiope f Oversees ¥ 


SHOCKER TECHNIQUE—Using a technique that combines a shocker headline 

with a human interest appeal, Fraser, Morris & Co., New York, shipper of over- 

seas parcels, opens its fall drive with this 600-line ad in New York newspapers. 

The campaign will be extended to other large cities. Deutsch & Shea, New 
York, is the agency. 
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amen et 


=e 


. 
. 
“ 
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, SETTER Banins 
with KING UMOAS 


‘SEW AND SAVE’ THEME—John Foley (left), Olmsted & Foley Advertising, 

and Clayton Lisy, advertising manager, King Midas Flour Mills, Minneapolis, 

look pleased about the first ad in the new King Midas flour campaign featuring 

the product's cotton print sacks for home sewing. The model is wearing a dress 
made from one of the new sacks. 


oF bu, TEL ETERDLQ HELP ENT Comes 10 Phan 1 Tee 


ix and Times-Democrat, Muskogee, Okla.; George Lucas, National =: 
ciation of Magazine Publishers; Phil Buchheit, publisher, Herald-Journal, =: 
tanburg, S. C., and Charles P. Manship Jr., publisher, State Times and =: 
Advocate, Baton Rouge, La. 


3 (IN POST) TO | (IN LIFE)—Eureka division of Eureka Will!ams Corporation, Bloomington, Ind., has captured an odd 
advertising first in major magazines by running three 33-line ads in The Saturday Evening Post to call attention to its 
four-color spread in the concurrent issue of Life. The stunt will be repeated, in reverse, in November. Casler 


Hempstead 
& Hanford is the agency. 
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Drug & Cosmetic 


INDUSTRY 


Covers an industry with 
a bright future in ex- 


panding world markets. 


Also Publishers of Beauty Fashion 


Plugs Tom Collins Jr. 


Tom Collins Jr. Company, op- 
erating franchises in about a dozen 
cities, has started a campaign built 
around a character named 


“Junior.” The campaign begins in| 


each market with a teaser cam- 
paign consisting of three 43-line 
ads carried for 10 days, fol- 
lowed by a_ 600-line ad on 
the llth day. The drive has been 
launched in Charleston, W. Va., 
Beaver Falls, Pa., and Birming- 
ham, Ala., and is scheduled for 
four other markets. Leonard M. 
Sive & Associates, Cincinnati, is 
the agency. 


Airs New FM Station 


KDYL-FM, Salt Lake City, pro- 
grammed on a six-hour schedule, 
3-9 p.m., officially went on the 


air Sept. 14 on a frequency of 
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98.7 megacycles, channel 254, 
powered at 1,000 watts. The sta- 
tion is owned and operated by the 
Intermountain Broadcasting Cor- 
poration. 


To Vickers & Benson 


Par-Ex Products Company, Ot- 
tawa, manufacturer of Par-Ex foot 


|oil, has named the Toronto office 


of Vickers & Benson to direct its 
advertising. A campaign will be 
launched in newspapers through- 
out eastern Ontario. 


‘Resumes Advertising 


After a long absence, Allen & 


Hanbury Company, Lindsay, Ont., 
‘is using Ontario newspapers to 


promote Haliborange, halibut liver 
oil and orange product. MacLaren 


| Advertising Company, Toronto, 
| handles the account. 


16 of the 21) national hat advertisers 


sell in Esquire. 5 use their entire 


6 more than 20%. All because six 


million readers and men’s apparel 


- 


retailers get hat inspiration from 


where qual NiioOns 


appropriation, 5 place mcre than 50%, 


to market 


s 


Hudson Reveals 


Changeover Plans }_*° 
for Its “48 Cars 


Detroit — Hudson Motor (Cay 
|Company will unveil its 194 wf 
model, “entirely different {rom lhe 
any car ever mass-produced.” 
within a few weeks, according to 
|A. E. Barit, president. If the 
While full details of the car's Jmorean 
styling are being withheld, it was §morial 
learned that: (1) it will be only if it w 
five feet from the ground to the M§chise! ! 
top; (2) it will have a_ lowe, Mwriter 
center of gravity than any othe Gran 
U. S. automobile; (3) it will hay 
|/more head room and roomier seat; 
than any other mass-produced ¢a) 
and (4) passengers will be cradle 
between the axles, the rear sea} 
being entirely ahead of the rea; 
wheels. 
“The car is designed so that per- 
sons entering will step down, in- 
stead of up,” the Hudson chief 
| declared. The new models will bx 
powered by redesigned super-six 
and super-eight engines, which 
are already in production. 


Ad P’ans in Dar 


The company declined, for the 
present, to comment on its plans 
to advertise and market the new 
cars. 

Preliminary work has reache 
such an advanced stage that Huc- 
son hopes to be in _ productio: 
within the next month. For some 
time now, the new engines have 
been completed at the start of thé 
line while 1947 models were sti! 
coming off the other end. 

Toe $16,000,000 changeover pro- 
gram, Mr. Barit said, is the most 
extensive in the company’s 38- 
year history. George H. Pratt 
vice-president in charge of sales 
said the company’s dealers have 
spent $60,000,000 in the past tw 
years on new buildings and moc¢- 
ernization. 


Acquires Meter Firm 
American - LaFrance - Foamit 
Corporation, Elmira, N. Y., manu- 
facturer of fire-fighting apparatus 
and equipment, has acquired con- 


trolling interest in International Peeve" 
Meters, Inc., New York. Inter- late 
national Meters will become a ve. 
subsidiary of Alfco, serving as 4 ugh 
separate sales company for the ly t 
distribution of the newly invented ej 


Alfco Twin Automatic parking 
meter. 


Reliance Machine Moves 
Reliance Machine & Stampin: 

Works, Ine., manufacturer 

distributor of a line of railroa 

lubrication systems and other rail- 

read specialties, has moved fron O¢ 

New Orleans to Dallas. John Jd 

Prendergast, formerly chief 

chanical officer of the Tex: 

Pacific Railroad, will head 

company as president. ae 


. i 

Abney Joins McDonald ' 

Harry Abney, formerly accoun! 
executive of Botsford, Constar 
& Gardner, Seattle, has _ be 
named northwest manager of 4 
McDonald & Co., San Francisc' 
Pacific Coast representative © 
business papers. 


Appoints William Green 
William H. Green, formerly 
gional exploitation man for Me 
Goldwyn-Mayer, has been 
pointed producer and pl 
relations director of the first T: 
torial Fair and Exposition t 
held in Honolulu in Novembe 


Leathercraft Appoints 
Hertha Samuels & Associ! 
Chicago, has been named to d 
the advertising of Leatherc 
Inc., manufacturer of a _ line 
leather briefcases. Point-of- 
trade publication and direct ! 
advertising will be used. 
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the Creative WUans Corner 


If there’s any advertising quite as mar- 


morean as bank advertising, it’s me- 
morial advertising. Most of it reads as 
f it were carved with a mallet and a 


chisel rather than banged out on a type- 
writer to make a sale. 


Granted that death isn’t the pleasant- 


5 


father’s 


. > 


ROCK ¢f AGES 
GRANITE 
FAMILY MONUMENTS 


BARRE 


re HOR DEAR 


est of things to contemplate. People 
evertheless have a way of dying, soon 

late, and such matters as headstones 
ive to be considered and, eventually, 
ught. When they are, the people who 
ly them mostly women go about 
eir purchase no less realistically than 


‘nd what was the salary we were go- 

to pay you?’, said the president of 
Voodward, Inc., Chicago agency, to the 
man who had come to the 
from a blind ad. 
can’t remember,” 
young Martin 

ll, “whether I 


com- 


for $65 or $75 
nth in your ad. 
wered two ads 
lay.” This was 
set- 


president 
n $75, which 

thought 
and he 


gen- 


started 


Horrell 


business. Martin 


able to 
Hamilton 


igency 
ne was 
Seach Mfg. Com- 
account into the shop, and 
Horrell to New York. 

enlisted in the Navy’s aviation pro- 


the 
the 


sent 


became a pilot and flew an H-16, 
irgest flying boat of its day. Since 
ward had Texas Company, Marti 


vs 
4 


fi reminds Phe of 


fave rite px ce 


Ok PREke OE PER MADT® 


they go about buying a dress or a slip or 
a pair of panties at a department store 
counter. How much will it cost? How 
long after the grave is filled should the 
stone be set up? How long will it last? 
Wiil it develop stains? It’s a safe bet no 
stonemason could close many sales if he 


started off by saying, “What was your 
old man’s favorite poem? I’ve got a 
block of granite that'll match it to a T.” 

The decision of the memorial people to 
advertise was a sound one. It’s time they 
were getting advertising as sound sales- 
wise as their decision. 


lou Ought to Kuow . e e Martin Horrell 


dutifully ground out Texaco copy all 
during his Navy career, and rejoined the 
agency after discharge. 

Hamilton Beach was growing by leaps 
and bounds, and he finally joined the 
company, and has patents on several of 
its machines, including a one-hand foun- 
tain mixer and several sewing machine 
patents. From salary and patents Martin 
was making fabulous money, particularly 
for a youngster of 25. 

Charles Daniel Frey, 
president, had admired the advertising 
job Horrell was doing in Racine. In 
when Scovill Mfg. Company acquired a 
large bloc of Hamilton Beach stock, Mar- 
Frey as chief In 1928, 
he left Chicago to become vice-president 
of Lambert & Feasley in New York. 


Chicago agency 


1925, 


tin joined copy 


Some of L&F’s accounts were getting 
their feet wet in radio, and Horrell took 
over the radio department. Lambert 
Pharmacal Company had bought succes- 
sively Bobby Jones, the Metropolitan 
Opera and Russ Columbo. While work- 
ing on the large budget shows, Horrell 


evolved a formula for a low-cost radio 
show. 
Briefly, Horrell decided that women 


would listen to magazine-type fiction in 
dramatic form. The same editing for- 
mula applied to radio drama as that of 
women’s magazines would result in a 
show with a good female audience. 

In 1937 Horrell produced ‘Grand Cen- 
tral Station,” sticking closely to his for- 
mula. He wanted a locale where excit- 
ing events were likely to happen, and 
one with identifying sound effects. Origi- 
nally, he was torn between “Grand Cen- 
tral Station” and “Metropolitan Airport,” 
but settled for the sound effects because 
they were more varied and had “more 
nostalgic’’ connotations. 

In the 10 years since its inception, Hor- 
rell has received many letters pointing 
out that whistle and chuff of locomotives 
as heard on the air are inaccurate, that 
electric and diesel locomotives actually 
bring the trains into the terminal. Hor- 
rell answers the complaints with a form 
letter, explaining that the steam trains 
are more dramatic, and that most of the 
people in the radio audience will be more 
familiar with the steam locomotive. 
Shortly after the series began, he had a 
letter from a fretting railroad executive 
pointing out that Grand Central’s real 
name is Grand Central Terminal, and 
why didn’t he use it? 

The show originally went on the air 
for Lambert Pharmacal, and in 1940 the 
company curtailed its radio budget. Hor- 
rell, who owns the package, was in the 
unique position of selling his show to an- 
other agency. Lever Bros., through Ruth- 
rauff & Ryan, bought the show and kept 
it on for Rinso for two years. It was off 
the air for a little over a year, then 
bought by Pillsbury Mills through Mc- 
Cann-Erickson, which put it into a Satur- 
day afternoon slot on CBS, where it has 
been for three years. 

While “Grand Central Station” has 
turned out to be quite a profitable opera- 
tion, it isn’t a painless one. MHorrell per- 
sonally reads 20 to 40 scripts a week, 
culls the ones he likes which are subse- 
quently read by Ira Ashley, who has di- 
rected the show for nearly six years, and 
finally by Mrs. Horrell. To the free- 


lance writers shooting for the show, Hor- 
rell offers name credit and $150, and he 
has launched a good many radio writers. 
He either buys or rejects scripts, never 
sends them back for a rewrite job; he 
feels that if he re-reads a script after it’s 
been rewritten, he loses the feeling of 
suspense, can’t actually be sure if it’s 
good or not. 

His script reading starts on Sunday at 
his home in Tarrytown, and the program 
usually is scheduled three weeks ahead. 
On Friday morning he and the cast meet 
for an hour for a “read-through”’ session. 
Saturday morning, at 9:45, rehearsals 
start and go steadily on until air time at 
1 p.m., with a half-hour intermission for 
lunch. 

He has consistently refused to line up 
a stock company for GCS; he prefers to 


do his casting from Broadway shows 
(last year 297 actors worked on the 


show), and therefore sees nearly all the 
current stage plays. “It sounds like a lot 
of fun,’ he says, ruefully, “but in the 
process we sit through a lot of turkeys.” 

Horrell Productions has been offered 
other shows, both by Ruthrauff & Ryan 
and McCann-Erickson, but Horrell feels 
that one show is enough if it’s to be done 
well. As for doing it well, he can point 
to Hooper: while on for Listerine it was 
never out of the top 15 shows, and its 
high-tide mark was 19.9. It currently 
tops Saturday shows, and has a ibetter 
Hooper than 73% of other evening shows. 

Like many another adman, Horrell 
came in because he heard there was 
money in it. Frederick Kuh, noted for- 
eign correspondent, and Horrell were 
classmates at the University of Chicago. 
“T have ideals,’’ said Kuh, “and I am go- 
ing to stick to the newspaper business, 
but if you want to make money, ‘you 
ought to get into either the grain broker- 
age business or into advertising.” 

So Horrell, after graduation in 1916 (he 


was a Phi Beta Kappa, paid his way 
through by campus reporting for the 


Chicago Tribune, modeling and tap danc- 
ing in a night club), got a job with a 
brokerage firm, spent two dizzy days in 
the grain pit, and decided advertising 
was for him. 


SS | re 


TheTrend in Consumer Credit 


( Lx pressed in ratio of credit to 
Disposable Lersonal /ncome) 


ee a 
8 (Billions of Dollars) 
Disposable Con 
Personal sumer 
YEAR Income Credit %> Ratle 
1929 $82.5 $7.6 9.2 
1930 73.7 68 92 | 
ya 1931 63.0 5.5 8.7 ,. 
1932 47.8 4.1 8.6 
1933 45.2 3.9 8.6 
1934 51.6 4A 8.5 
1935 58.0 5.4 9.3 
1936 68.3 638 10.0 
6 1937 71.1 15 10.5 
1938 65.5 7.1 10.8 
1939 70.2 8.0 114 
1940 75.7 9.1 12.0 
1941 92.0 9.9 10.8 
1942 116.2 65 5.6 
5 1943 1316 5.3 4.0 a — 
1944 146.0 53 40 
1945 150.7 66 44 
1946 158.4 10.1 64 
1947 (e) 169.6 12.1 71 
4 (e) Estimated annual total based on a 
first half rate 
Sources: U. 8S. Department of Com- 
merce; Federal Reserve System 
i L it "3 
29 30 3/ 32 33 34 35 36 37 38 39 40 4/ 42 43 44 95 $éF9. 


*Lstimated on basis of #irst Aalt rate. 
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Gallup Reveals New 


| 


~ ‘ |transmitted from hand indicators | 
Qualitative Surve | to the machine. The resulting pro- 
y | file shows what a selected sample 


|audience liked and disliked, and 


. . . |the profile is checked against the | 
in a 10 ie |same audience’s reaction to a con- 


| trol program played earlier for all 


Combines Profiles, | 
Idea Lab, Test Town, | 
Ad Impact Results | 


| audiences, so that individual vari- 
ations can be compensated. After 


the program, the audience answers 
a detailed questionnaire. (The}| 
program profile is an adaptation | 


'of the same plan used with films 


New YorK—George Gallup’s 
Audience Research, Inc., last week 
announced a new group of radio 
services aimed to provide the first 
qualitative analysis of audiences. 

The six new services include 
audits of entertainers and music, 
an analysis of program construc- 
tion, a radio test town where 
sponsors can pretest new radio 
ideas and check them for sales 
effectiveness, and a quarterly an- 
alysis of the effectiveness of radio | 
sales messages. 

The six services: 

1. Popularity audit of 
personalities. This service is a 
duplicate of ARI’s_ continuing 
audit of marquee values. The audit 
yields EQ (for enthusiasm quo- 
tient) ratings, a combination of 
percentage of people who have 
heard an entertainer, and the en- 
thusiasm they feel for him. This 
audit is made nationally, by eco- 
nomic groups, sex, city size, etc. | 
The service offers three audits a 
year, two in winter, one at the 
end of summer, plus a special 
analytic report on individual per- 
formance. 


Would Spot New Talent 


radio 


ARI feels one of its principal | 
values is the recognition of new | 
talent on the rise. (Dr. Gallup} 
says this service is six years old, 
and points out that it selected Jo 
Stafford as a rising singer when 
few people had heard her.) It 
also enables an advertiser to dis- 
cover (by correlating his socio- 
economic data) what his desired 
market likes. 

2. Popularity audit of musical | 
hits. National surveys each month 
will show tunes with maximum 
appeal, broken down into best- 
liked new tunes, best tunes of the 
year, best all-time hits, and most 
popular of semi-classical hits. 

3. Analysis of program struc- 
ture. ARI has patent rights to the 
Hopkins Televote Machine, which 


1000 PHOTOS SELECTED 
FROM OVER 500,000 IN FILE 


Many an adman has waited a long time 
.-. but at last it’s here... 
Gone by Gelatin-Gravure .. 
@ multitude of classifications 


. beautifully 
.- COVering 
Of course 


the supply is limited ...so send us a 
Gollar (that’s to eliminate curiosity 
seekers) or your order or the 
coupon... no red tape it’s yours 


for a buck! 


KAUFMANN & FABRY COMPANY 
425 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


CLIP and MAIL TODAY! 


. 

| Keefmann & Fabry Co 

i 4% So. Wabash Ave., 
Here's my Buck 2 

| mew Stock Photo Book 


Chicage 5, Illinois 


O) Order for your 


vEE 


by ARI. It is not a new idea in 
radio—Schwerin Research Corpo- 


ration sells a_ similar service, 
with NBC as one of its largest| 
clients. ) 


Audience reaction to commer- 
cials is checked, can later be cor- | 
related with remembrance in per- 
sonal surveys. (Sam Northcross, 
who recently left Young & Rubi- 
cam to become a vice-president, 
said ARI’s profiles for 37% of 
the shows indicate low spots dip- 
ping below commercial averages; 


‘which brief the plot. 


|computes, records and averages|ARI concludes that much of the 
audience reaction to a program,| opposition to commercials comes 
gained from electrical impulses|from a top intellectual strata, 


limited but voluble.) 


Test Town Set Up 


4. Radio test town. ARI will 
provide a test town, where radio 
facilities will be available, where 
merchandising outlets are ready, 


|and where ARI staff members can 


check the impact of radio adver- 


tising at the point of sale. ARI 
thinks this will influence one 
serious objection to radio—its 


hesitancy in experimenting with 
new ideas. The radio test town 
is designed for the development 
and testing of new programs or 
radically altered formats of estab- 


|lished shows, and for pretesting 


commercial themes. 

5. Pretesting technique for new 
radio ideas. As it does with 
movies, the company will first put 
the show idea on synoptic cards, 
A cross- 
section will be asked how they 
like the idea. If the skeletonized 
idea is acceptable, an audition 
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record will be cut, exposed to the 
Televote machine. If the profile 
looks good, then ARI will hunt 
for a title; then the program gets 
a four-to-13 week test on the one 
station in the test market. ARI 
thinks the advantages of this 
method are: (a) the steps are 
graduated in intensity and cost, 


|and can be halted anywhere along 


the line, and (b) it enables the 
advertiser to move into network 
expenditures with confidence that 
he has examined his idea care- 
fully. 


Would Measure Impact 


6. Quarterly evaluation of radio 
advertising impact. Over a 
week period, ARI proposes to tell 
| the advertiser: (a) the total num- 
|ber of radio homes reached dur- 
ing the period, along with socio- 
economic data; (b) the extent to 
'which his market and audience 
lare congruent; (c) the effect of 
his effort in terms of remem- 
brance; (d) relative fréquency 
and volume of listening among 
various segments of the audience; 


" 
J 
| 


13- | 


(e) similar data on competitiy 


° P > we d 
products in radio; (f) comparafl. be 
tive cost and value analy a sell 

eae o 1K A 
the competition. id re: 


Besides these six, ARI is ald” yyy. 1 
prepared to offer a_ televisio; : 
service, and of the services, it ; 
the only one, Dr. Gallup said, th; 


idf n7 
has not been in operation fo a 
some time. the CO! 
Will Add Other Cities radio § 
In a question session after th ie 

meeting, Dr. Gallup said tha; 

| surveys would be based on a min West 
imum sample of 3,000 homes, tha West 

the test radio city was selectedii tior 
and operating (he declined Henry 
name it) and that there will ager 0 
‘other cities. to! 7 
Asked if his service would bd/y,rle 
supplementary to Hooper , ea 
Nielsen, he said: “Modesty »y serv 
quires me to say we'll supplemenfffwill st 


them; actually we’ll go much f 
ther.” 

Radio men at the meetipy: 
where the services were ap 
nounced were virtually unanimoy 
in approving the idea, but some 


KERMIT WILSON not only believes in and practices his philosophy of richer living, 


but he also spreads it to others through his county farm bureau and growers’ association. 
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pe were dubious about its cost. “It! : H M ( ) 
we | = 
2 will be very expensive,” one said | Stone to Publish nptom D, pens 
y ‘oomily, “and you can research . ‘ 7 
and research these things.” 2 New Magazines f om rive 
: Mr. Northcross told AA that the New YorK—Lewis Stone, for-| . Q 
le, cost wouldn’t be “too great,” and | mer managing editor of FM Busi- | or ilter ueen 
: would depend on the nature of the| ness, has resigned to enter the) Cuicaco—Health-Mor, Inc., has 
“ articular advertiser’s radio prob-| publishing business. | opened a national advertising 
F iem. He cited the $1,000 fee for| Publications of the new firm | drive for its bagless Filter Queen 
the compilation of a profile on a/ will include Electronic Life and vacuum cleaner. . 
ies radio show as proof that the serv- | Progressive Builder, the first is- | Prefacing the nationwide con- 
ice would not be too costly. sues of which are scheduled to sumer drive, the company ran a 
ft —_— roll off the presses early next year. | spread in Electrical Merchandis- 
ic : Electronic Life will be for dis-| ing to show its dealers how to tie 
Li Westinghouse Boosts 2 tribution among the independent in with the national campaign. 
1e Westinghouse Electric Corpora- | appliance dealers, while the latter | |The spread contains a full-page 
selec tion. gig oe Fig promoted | jis intended for circulation among reproduction of the color page ads 
ine Henry WN. uller Jr. from man-| yo, ste ate 4 . ; scheduled to run in Better Homes 
Will ¢Mfager of graduate student training 1°") a developers and home| py piisHERS GET TOGETHER—Shown at the Southern Newspaper Publishers ¢ Gardens House Semi aan 
to manager of the entire educa- |?“ =o : a Association convention are (left to right) Millard Cope, publisher, News Mes- Senantat M ently , 
tional department. He _ succeeds Mr. Stone formerly was associ- | senger, Marshall, Tex.; Myron G. Chambers, News-Sentinel, Knoxville, Tenn.; arents agazine, and an ex- 
‘ould bai charles W. MacLean, who has re- ate editor of Sales Management | Conway Craig, publisher, Corpus Christi Caller-Times, and Pat Mayse, publisher, planation of how the coupon offer 
er signed. Guy Kleis, formerly |and at one time was a commercial | News, Paris, Tex. of a picture book will draw names 
2sty reficupervisor of engineering training,| researcher for the General Elec- | |for a live prospect list. 
plemenf/# will succeed Mr. Muller. tric Company. Offices of the new ‘ ° ’ . Dealers are told that while the 
uch f meniaici firm are at 55 W. 42nd St. To Daily News Record 1 ree levelane Olfice consumer drive, which also uses 
io ciadimta athan eison, formerly ood Housekeeping will open a) full-page cooperative newspaper 
—" Edythe Polster Moves re associate editor and promotion|Cleveland office in the Keith|.4. — ik ealin can mie aed 
——s Edythe Polster, formerly with Joins Post, Johnston manager of Advertising & Selling,| building Oct. 1, under the direc- | ateudies t os ve ti i ‘a le A. 
ns M. Hickerson, New York, has' Gordon Pearl has joined the|has joined Daily News Record,|tion of Albert V. Davis, who for- ies oe Bsn Ay ne 5‘ ae . 
‘animoug™\ined Slans & Maury, New York, staff of Post, Johnston & Livings- |New York, a Fairchild publica-|merly covered this territory out | VeTtSing is the only way to turn 
ut ys account executive. ton, Hartford agency. tion, as promotion manager. | of the Chicago office. interest into sales, and prospects 


into customers. 


The copy stresses 


7 consultation with distributors for 
oa most effective use of mats and the 
i spot material. 
. Introduted prior to the war, 
a Filter Queen was_ distributed 


largely to hospitals, hotels and the 
U. S. government. During the war, 
the vacuum was selected for air 
filtering purposes in the atomic 
bomb laboratories at Oak Ridge, 
Tenn. 

Increased production since the 
war and an expanded dealer or- 
| ganization have led the company 
ito make its national advertising 
|debut. Consumer ads use two 
trade characters, Filter Queen and 
| Baggy, the bag-type cleaner. 

Cruttenden & Eger handles the 
' account. 


EVERYBODY WORKS on the Wilson 
place. Priscilla and David know how to milk 
—and can tote it. 


r ffCovina, California 


Form Art Society 
in Minneapolis 

The Society of Artists and Art 
|Directors has been formed in 
Minneapolis, with Marlin R. Krupp 
as president. The group will assist 
needy and talented advertising art 
students and sponsor educational 
programs dealing with the adver- 
tising profession. 

Other officers are Edward 
; Campbell, vice-president; Charles 
fiber as well. 


ag , ; os a Roth, secretary, and Herman 
be ; “For generations farm children, when old enough, have migrated to the Wolf, treasurer. 


ir the people of Agriculture, there could be no industrial 


America—there could be no nation of factories and big cities. For these 
27,000,000 people make possible our food and clothing and shelter. 

But their importance to the nation lies in something else, too—something 
deeper than material things. And nobody knows this better than Kermit 
Wilson, a Country Gentleman reader and citrus farmer of California. 

In Country Gentleman for October, Mr. Wilson expresses in words what . ee 
DAVID is learning to care for the trees. 
With this heater carrier his dad designed, 
one man does work of two. 


is thought and felt by many another farmer . . . 


“The farmer's job is not only to produce food for the nation, but moral 


cities. They bring with them moral stability learned the hard way by 
bucking up against the unbeatable laws of nature. 

They learn that stealing from the soil means poor crops. Livestock 
uncared for means poor quality. 

The farmer can affect the thinking of the country for good or for bad. 

“He can sacrifice himself for the nation and turn over the land to the 
next generation better than when he received it, or he can sacrifice his 
nation’s land for his own materialistic greed and self-interest. 

“He can give his children a positive philosophy of national service, or 
he can give them the ‘gimme’ outlook that has ruined empires all down - . 
ELEANOR WILSON believes in starting a 
daughter’s housework education early, as in 
this cookie project. 


through history. 
a “The kind of thinking done by the farmer, when put into action, has a 
definite effect on the nation. 

“Most political, social and economic trends start in the rural areas and 
travel to the cities. 
= That is why what the farmer thinks and does is so important to his 
country.” 
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» get under any” 
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This is what lies in the hearts and minds of the people of Agriculture— 
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, ‘ Pp * ie gues 
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do you = 
far-off frogs, and dream the dreams of youth. 
This is how one of them speaks in the seventh of Country Gentleman’s 


eerx . s . ee ee ° . ° ° 1 vet 1 
Good Farming—Good Living” articles . . . a series designed to bring and you 8 
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Car ‘Bootlegging’ 
Toughest Problem 
We Face: Keating 


(Continued from Page 1) 
manufacturer, Mr. Keating said. 
“I wouldn’t attempt to minimize 
the public relations problem that 
today’s conditions pose,” he said, 
“but as far as the used car prob- 
lem is concerned, I might as well 
say frankly that our investigations 
show that the public is to blame 
in at least 98% of the cases. 

“So far this year we have in- 
vestigated 3,073 cases of bootleg- 
ging involving Chevrolets. In 
3,052 of these cases these cars 
were sold by customers; in eight 
cases they were sold by fleet buy- 
ers; and 21 are in the ‘doubtful’ 
category. In every single 
where we have been able to trace 
bootlegging to a Chevrolet dealer 
we have taken up that dealer’s 
franchise; and we shall continue 
to do so. 


Six Dealers Disenfranchised 


“So far we have caught six 
dealers, and we have lifted their 
franchises, despite the most awful 
howls from them and the possi- 
bility of legal action. Show me 
another manufacturer who has 
done as much!” 

Pulling out a fat 
plaints and _ investigations, 
Keating read over instance 
instance in which “bootleg” 
had been traced directly to 
appeared to be bona fide 
customers, not excluding 
viduals who had gotten 
special dispensation because of 
their “special needs.” Included 
was a prominent radio personality 
who bought a car, sold it at a $600 
profit within 48 hours, and later 
relented, returning the money and 
keeping the car; a minister who 
bought more than a dozen cars 
from various dealers because “his 
foreign missionaries” needed them 


file of com- 
Mr. 
after 
sales 
what 
retail 
indi- 
cars by 


desperately, and then sold them 
to used car dealers; a postmaster 
who lost his faith in human na- 


ture when, after getting a special 
dispensation for cars for four of 
his rural mail carriers, he learned 
that two of them were sold to used 
car lots within 24 hours; a school 
principal who got a new car as a 
result of community pressure on 
the dealer, who shamefacedly ad- 
mitted she sold it a couple of days 
later because the profit “was just 
about as much as I get for a full 
semester and a Wall 
Street tycoon who was apparently 
having a time 
wagons 


of teaching”: 


good 
Station 


buying and 


selling 
Out of Dealers’ Hands 


“Our own investigations 
proved to me,” Mr. Keating 
“that bootlegging, the 
problem of them all, is 
primarily a dealer problem. 
dealers are 


have 

in- 
sisted, big- 
not 
Our 
responsible business 
men; why should they bootleg cars 


pest 


when they can’t fill orders? And 
how can they prevent bootlegging 
when cases like I’ve just shown 
you pop up constantly? Why, I'll 
bet that 50% of the special ampu- 
tee cars that the government buys 
for veterans turn up on used ¢a! 
lot About the only conclu 
weve reache tna Lhe ¢ 
neart-re il! tne tol i iL the 
eea it an auto, the 1 e likely 
tha ( vill tur l} on i ised 
car lot in 48 hours 
To ve this and other simila 
oble Mr. Keatir iid, Chev- 
rolet hi one everything it could 
think of Everybody fr Mi 
S 1 Mr. Wils« ( own 
t oul Oo oO clear to 
i € i - n ol \ 
nave idare ed »yut 20 one 
meet I tne past few m«¢« tns 
1 I've € story on the ne 
te } 


case | 


without mincing words. | 

“T have told our dealers, and I 
tell you—and I don’t care how 
strong you make this—that when- 
ever we can prove a dealer is en- 
gaging in bootlegging or any other 
bad practice, that dealer is going 
to lose his franchise. But we’ve 
got to have facts, and you can tell 
your readers that whenever they 
come across an individual who 
speaks of a bad experience with a 
Chevrolet dealer I want them to 
write directly to me.” 


Publicizes Policy 


Not only did Chevrolet make its 
position clear to dealers, but Gen- 
eral Motors issued and published 
its declaration of policy, Chevrolet 
got up delivered price ads which 
have appeared all over the coun- 
try—over dealers’ names and at 
dealer expense—and plans to run 
more of them. 
such as in Pittsburgh, dealers have 
attempted to solve the problem 
themselves, through resale 


agree- 
ments, conditional sales agree- 
ments, and other methods. Chev- 


rolet studied the resale agreement, 
requiring purchasers of new cars 
to resell them, if at all, to the 
dealer, but the GM legal depart- 
ment turned the 
limiting the freedom of action of 
the purchaser. 

In Chicago, Chevrolet has been 
able to make an agreement with 
the Better Business Bureau _ to 
check the license numbers of all 
new Chevrolets on used car lots, 
and to trace them down. It would 
welcome similar arrangements in 
other cities, Mr. Keating said, 
since it cannot legally or other- 
wise make such a check on a na- 
tional basis. 

No Accessories on Chevvies 


The prewar bootlegging clause 
which Chevrolet recently rein- 
stated, and which in a sense was 
the basis of the ADVERTISING AGE 
editorial, will not be particularly 
effective under present conditions, 
Mr. Keating admitted. It was de- 
veloped originally to take care of 
underselling, not overselling, and 
was designed to prevent sales at 
low price, particularly by avoid- 
ing normal freight charges. It can 
have little more than a moral ef- 
fect on the current situation. 

While there is undoubtedly a 
fair amount of accessory-building 
by dealers, Mr. Keating insisted 
that this practice is not too wide- 
spread among Chevrolet dealers 
and that, except for some gadgets, 
car buyers want accessories any- 
how. He asserted that 92% of 
Chevrolets were sold with radios 
before the war, and 67% with 
heaters, a figure which approached 
100% in the northern states. 

In this area, he said, Chevrolet 
stands alone, because it delivers 
all cars to dealers without acces- 
sories of any kind. Furthermore, 
1936 federal cease and de- 
sist order, manufacturers are pro- 
hibited from dealers to 
buy accessories or even parts from 
them, and Chevrolet has only re- 
cently gotten back to the prewar 
record of supplying dealers about 
60% of the parts and accessories 
they now sell. Incidentally the 
agreement includes a clause 
dealers to remove 


since a 


forcing 


new 
requiring op- 


tional equipment or accessories on 
buyers’ demand, or to supply an- 
other car without accessories. 

A clue to how the parts and ac- 
cessory business has grown, how- 
eve given by figures covering 
Chevrolet dealers lor a recent 

tl howing sales in this cate- 
of about $30.000.000. com- 
vare with about $4,000,000 for 
the same month in 1941 
Most Deals ‘Clean’ 
Ridiculously low trade-in 
prices probably exist in relatio1 

» USE Ca ot price e said, bu 
pointed to the fa that Chevrolet 

eale ao e¢ to be getting 
too in} if the ] 1946, he 
said. 64 of l ew Chevrolets 


In some instances, | 


idea down, as 


CLYDE OWEN 
SAYS: 
Do You Want a 1947 Model Car 
Now? 
OR 
Do You Want to Wait One or 
Two More Years? 


If vou can get a new car f 
within the near future, my ad 
Some of the people who have 
us recentiv have waited a long 
couraging nce I ha 
Atlanta for ter 


make a reputat 
the people 
charge the price ne 


At the Same Time, They Are Not 
as High According to the Used 
Cars We Have to Buy and Sell 


Inasmuch as I am requested by my friends and 
customers to get them 1947 model cars, I will do so 
I am thoroughly convinced as well as you that you 
can buy any kind of car, or anything you want, if 
you will pay the price. Our source of supply comes 
from fleet owners who can get any number of new 
cars, and their orders come before those of individu- 
als. A good many of our cars come from ir dividuals 
that can get from $400 to $600 more than list price 
the day of delivery. I have bought as many as 3 
from one individual at different times. And we 
have purchased as many as eight 1947 automobiles 
at one time. No, not from the factory! 


How Did We Get Them? 
We Pay the Price and 
Can Get Any Number of Them 


We have delivered one hundred sixty-one 1946 and 
1947 model cars since February 1, and all the people 
who paid extra for these fine cars are very happy 


Now, My Position Is This: 

You Know What to Expect 
When You Come Here 

~~ _ I will back up an} 


car from me at z e be 
don't think prices will be better for some time 


nises made. I 
and buy a 


frank 


Speaking of Prices: 
| Would Like to Show You Some 
Records on the Increase in 
Prices of 1946 and 1947 Model 
Cars for the Past Year 


At present, they are harder to get and higher than 
ever before. I have been buying and selling auto- 
mobiles for 23 years and have never seen it like it 
is now. Since April 1, I have traveled over 6,000 
miles, personally trying to ascertain what might 
happen in the future. I have visited most of the 
factory cities and have spent much time in Detroit. 
I have seen as many as 150 new automobiles on 
one used car lot in our famous manufacturing cities, 
every make and model 


| Want to See Prices Come 
Down and Assure You | Will Do 
Everything Possible to Get 
Them Down 


But I refuse to sit idle and starve to death, just 
because some one tells me there is no bread and I 
will have to wait until next week. when 1 know 
there is plenty of bread, and cars too, if you will 
pay the price 
Yours For What | Am 
CLYDE OWEN 


CLYDE OWEN 


USED CARS 
“Member of Atlanta and National 
Used Car Dealers Association” 
“OPEN EVENINGS UNTIL 9” 
617 W. PEACHTREE STREET 
AT. 2010 VE. 4791 


STRAIGHT — The unvarnished facts 

about used car sales, as presented in a 

two-column newspaper ad by an Atlanta 
dealer. 


| selling 


were sold on clean deals, without 
trade-ins. Last month, Chevrolet 
delivered 71,210 cars to dealers, 
and during the same month deal- 
ers sold only 30,000 used cars, in- 
dicating that about the same per- 
centage of clean deals still exists. 
In contrast, Chevrolet dealers sold 
166,000 used cars in August of 
1941. The entire stock of used 
cars in Chevrolet dealers’ hands at 
the end of August was 14,925, he 
said, whereas dealers in the Flint 
region alone had almost tnat many 


cars at the end of August, 1941, 
and the total for all dealers that 
month was 117,420. The factory 


figures show that dealers are now 
averaging about $105 profit per 
used car handled, compared to an 
average $40 
the 


about 


loss of hefore 


war. 
An 


Handling 


+ 


first 


Insoluble Problem? 


“first 


presents its 


Cars ona 
served” 


come, 


Dasis 


problems, too, M1 Keating in- 
sisted It isn’t long,” he said, 
‘peftore you iscover that, just 
like trying to get world series 
tickets, there are a lot of guys 
standing in line for the sole pur- 


pose of selling their place to some- 


one else And besides, what do 


you do about ‘special cases,’ such 


as large fleet buyers, governmental 
agencies, doctors, etc.?’ 

The whole problem presents the 
nost difficult and complex situa- 


n ever faced in the automobile 


Advertising Age, September 29, |947 


field, Mr. Keating sum- 
marized. He countered our direct 
question as to whether he believed 
any auto manufacturer has done 
a good job of meeting the problem 
by saying, “I think Chevrolet has 
done the best job,” and by asking 


us: “What would you do?” 
“The same problems exist in 
any field where there are short- 


ages and terrific demand,” he said. 
“Look at this clipping; the same 
sort of thing is going on in the 
farm implement field. We shall 
continue to do everything we can 
to alleviate these conditions—be- 
lieve me, we’re not minimizing 
their importance—but it is doubt- 
ful that existing conditions can be 
completely cleared up until we get 
a reasonable relationship between 
supply and demand. And right 
now nobody knows when that will 
be. We actually made more cars 
in the last quarter of 1946 than 
we have in any quarter since, be- 
cause of the steel situation. ‘ Right 
now, we’re practically on a hand- 
to-mouth basis on steel.” 


Changes in Agreements 
Automobile manufacturers’ 


agreements with dealers, and par- 
ticularly those 


of Chevrolet, are 

not the one-sided instruments 

they once were, he added. In the 

early °20s, manufacturers could 

cancel franchises without notice 
and without cause. . 

“In Chevrolet’s case,” he ex- 


plained, ‘“‘we introduced our ‘qual- 
ity dealer’ program, cutting our 
list of dealers by about 1,500 be- 
tween 1933 and 1941, and develop- 
ing a definite measuring stick on 
potential sales. In the course of 
protecting our dealers on the basis 
of sales potentials in a market, we 
also developed a new. Selling 
Memorandum which, among other 
things: 

“Provided a 90-day cancellation 
clause, for cause only; took care 
of the unfilled order problem and 
made arrangements for handling 
unexpired leaseholds. In a word, 
we gave our dealers full and com- 
plete protection. Maybe we even 
became a little too paternalistic, 
but we did it. 


Have Two-Year Guarantee 


“Then, from Pearl Harbor to 
mid-1942 you could have bought 
any franchise at 50 cents on the 
dollar. Cars were frozen by gov- 
ernment regulation, none were be- 
ing made, and there’ probably 
wasn’t a dealer in the country 
who thought he could weather the 
storm. In an attempt to bolster 
them, General Motors issued a 
series of postwar policies. We 
agreed that in the event of can- 
cellation of dealerships we 
wouldn’t replace them for two 
years; we guaranteed all dealers 
the same mathematical percentage 
of new cars which they had re- 
ceived prewar; we even agreed to 
take back cars and parts under 
some conditions. But above all, 
we rewrote all agreements with 
dealers giving them two-year 
franchises from the date of 


our 
return to production. These, in- 
cidentally, all expire on Oct. 31 


of this year.” 
Chevrolet had 6,595 direct deal- 


ers on Dec. 31, 1941, and 1,618 
associate dealers, for a total of 
8,113 Py the end of 1944 its 


direct dealers had dropped _ to 
5,963, and associate dealers had 
also fallen off about 500, but the 


loss of a thousand or so dealers 
represented about 5% of 


Now 


only 
sales 


Chevrolet has 6,175 
direct dealers and 1,051 associate 
dealers, for a total of 7,226, com- 
pared with the prewar total of 
8,113. In accordance with its 


agreement with dealers, however. 


not a 


sin dealer has been 
appointed; growth in 
since the °44 
sisted entirely of reinstituting pre- 


war 


gle new 


dealership: 


low point has con- 


dealers whose franchises 


were “saved” them 


for 


Time Signals by 
Phone Are Basis of 
New Ad Medium 


OAKLAND, CAL.— The popula 
habit of asking the correct tim, 
has been turned into a ney 
rapidly growing advertising 
dium here. 

Amco, ‘“‘The Voice of Time.” ha 
been organized to install and 
maintain a series of hang-up tele. 
phones at jewelers’ display win. 
dows. To learn the time to 15- 
second intervals, passers-by jee 
only lift the receiver and listen, 

Prior to each piped-in time ap- 
nouncement, a_ brief, recorde 
“spot” gives the advertiser’s mes- 
sage. The installation at J. f 
Hink & Sons, for example, com 
up with: “This is your store. En- 


me- 


joy it. Visit our home appliang 
department. And now the time 
11:13%.” 


A magnetic counter on the 
phone adds the total number 
times the receiver is lifted a 
the sales message is heard. Amco 
installs and services the equip- 
ment, and charges only for its use, 
based on the counter reading. Ths 
cost is about .006 cents per im- 
pression, it is claimed, and varies 
according to the length 
user’s contract. 

The devices have become quit 
popular in the short time the 
have been in operation. The on 
at Hink & Sons averages abi 
3,000 uses per week. 

At present, Amco is shooting f{ 
installations in hospitals, ra 
stations, jewelry stores, industria 
plants and telephone companies 
and promises that the develop- 
ment can be adapted to monito! 
office or classroom schedules, re- 
peat train and traffic directio 
and fill other special uses. 

The company is located in the 
Easton building, Oakland 12. 

Green’s Advertising Agency di- 
rects the account. 


of the 


‘California Farmer’ Is 
Outcome of Merger 

The Pacific Rural Press 
California Cultivator will be con- 
solidated, effective Feb. 1, 194, 
and will be known as Califor 
Farmer. The home office will 0 
in San Francisco, with advertis- 
ing and editorial offices main- 
tained in Los Angeles. 

John E. Pickett, editor of Pa 
cific Rural Press, and Jack Kl 
editor of California Cultival 
will consolidate their effort 
single editorial policy. J. H. Yet 
ter, president of California C 
tivator, will be advertising dir¢ 
tor and Wheaton H. Brew 
advertising director of Pa 
Rural Press, executive advertis 
manager. The Katz Agenc) 
represent the new publicati 
tionally, with the except 
three Pacific Coast states. 


NY Convention Bureau 


Issues Events Calendar 
The New York Conventi 
Visitors Bureau, Inc., has 
lished its first “Quarterly Ca 
of Events in New York 
which will be available in 
agencies, automobile clubs 
line, railroad, bus, and stea 
ticket offices in the U. S. : 
many foreign countries. 
The calendar is listed in 
ing pocket size pamphlet an 
tains information on sport, 
art, theatrical, convention 
exhibit events which are if 
uled to take place in New } 
City during September, O' 


ind November. 


Six Join AFA 

The following organizat 
have joined the Advertising ¢ 
eration of America St: 


WEMP, Milwaukee: Journal 
Company, Racine, Wis.; 5 
W Curtiss, Inc., India! 


Farson & Huff, Louisville; ¢ 
Meissner & Associates, Milw 
and Racine Poster Adve 
Company, Racine 
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KING SIZE—With this 1,000-line news- 

paper copy, P. Lorillard Co. is testing 

a new blend, Embassy cigarets, in Buf- 

falo and Indianapolis. The company is 

also employing a spot radio campaign 

and car cards. Geyer, Newell & Ganger 
is the agency. 


Pricing Problems 
Are Outlined in 
Commerce Booklet 


WASHINGTON 
Small Business, 
rtment, 
which, in 


Commerce De- 
has issued a pamphlet 
the light of current 


september 29, 1947 


G. Washington coffee. 


Burnett Account Moves 


The Joseph Burnett Company, 
a division of American Home 
Foods, New York, will transfer 
advertising of Burnett’s vanilla 
and other food flavors from the 
H. B. Humphrey Company, Bos- 
ton, to W. Earl Bothwell, Inc., 
New York, effective Dec. 15. The 
Bothwell agency now handles ad- 
vertising for two other AHF di- 
visions: Duff’s baking mixes and 


Joins Detroit Agency 


Frances H. Bartlett, formerly 
advertising production manager 
of O’Neill’s Department Store, 
Baltimore, has joined Shutran, 


| Mahlin & Green, Detroit agency. 


| 


rand jury probes ordered by At-| 


torney General Clark, is of spe- 
rial significance to small business 
en throughout the country. 

The booklet, titled “Small Busi- 


ess and Regulation of Pricing 
Practices,’ makes clear the dis- 
nections between legal and il- 


gal methods of handling pricing 
roblems. 

Pricing practices affected by the 
Sherman Act, the Clayton Act, the 
Robinson-Patman Act, the FTC 
Act, and state “fair trade” and 

infair practice” laws are covered. 

The pamphlet points out that 
various laws applicable to pricing 
are continually being 
ified by judicial and admin- 
trative interpretations, and em- 
asizes the importance of check- 
ng with federal and state agen- 
es for latest information. 

The pamphlet shows what states 
ive fair trade laws, who sets re- 

prices, what products qualify, 

nd what resellers must do. The 
ipter dealing with resale price 

naintenance also outlines’ basic 
mditions for legal fair trade pro- 


srams. 


ractices 


The kinds of deceptive price ad- 


ertising to which FTC has ob- 
ted in recent years are sum- 
rized in another chapter. 


thers include discounts and price 
crimination; sales - below - cost 
ovisions of 29 state acts, adver- 
ing allowances, brokerage pay- 
ts, and basing point and zone 

cing practices. 

The pamphlet is available at 

mmerce field offices and from 
he Superintendent of Documents, 
Washington, at 15 cents each. 


Sweet Orr Schedules 
Newspaper Campaign 
Sweet Orr & Co., New York, 
aunch a coast-to-coast news- 
campaign Oct. 15 in 64 
apers to emphasize the Tug- 
Jar guarantee on its work 
es for men. The company will 
end a letter to newspapers 
i list of its dealers, inviting 
to enlist local advertising to 
with the national campaign 


Advertising, New York, is 

ency. 

Dixie Mills to French 

e Mills Company, East St. 
Ill., has placed its adver- 
with Oakleigh R. French & 
ites, St. Louis. Newspapers, 
ublications and radio will 
1 to promote Dixie feeds for 


ind poultry use. 


Promenade’ Appoints 


enade, published by Rob- 
Johnson Magazines, Inc., 
York, has appointed Henry, 


tosh & Simpson, Chicago, as 
rn representative. 


Buxton Maps Drive 


Buxton, Inc., Springfield, Mass., 
manufacturer of billfolds, cigaret 
cases and the Buxton Key-Tainer, 
has scheduled Life, Mademoiselle, 
The Saturday Evening Post and 
Seventeen for a Christmas cam- 
paign. J. Walter Thompson Com- 
pany, New York, is the agency. 


Blistex Appoints Hill 


Ivan Hill, Inec., Chicago, has 
been appointed to direct the ad- 
vertising of Blistex, Inc., Chicago, 
pharmaceutical manufacturer. Ad- 
vertising will include drug trade 
publications and regular sched- 
ules in The American Weekly, 
The Saturday Evening Post and 
This Week Magazine. 
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PHONE 


Whilehirll 5355 


Photostati 
Blow-ups: 


CHICAGO 


*540 N. MICHIGAN AVE 


*185 N. WABASH AVE. #410 N. MICHIGAN AVE. x11! E. DELAWARE ST. 


“Down in Texas, 


Gentlemen, 
Market is 


This 
Our 


Billion Dollar 


Baby” 


“It’s the Dallas market. 


mean Northeast and North Central Texas 


I don’t mean just the City. | 


the area 


where people read The Dallas News mostly. 


in the 


DALLAS MARKET 
Aud A ig Day Ahead / 


4, 


Dallas f 


THE TEXAS ALMANAC 
RADIO STATIONS WFAA 220 xc. WFAA 570 k« 


Are Climbing’ in the 
Sallas Market Area 


THERE ARE HUGE CLOSE- 
AT-HAND SUPPLIES OF 
AGRICULTURAL, MINERAL, 
FOREST AND OTHER RAW 
MATERIALS FOR NEW 
INDUSTRIES. 


KERA FM 


\ 
NEW OKLAHOMA | ARK. 
| 
MEXICp ~- ! 
HE we 
ss ITT x 
oY Litt LA. 
geu <TR L 
\ a 
=e \ 
: Be NEXICO 
TEXAS 


“IT mean the finest section of The 


aad 
The 


our great State. 


most people. most income. 


“Why, Gentlemen, this is only one-tenth of Texas. But 


nearly one-fourth of the And 
/ 


live here. 


people 


growing 


The Dallas News. 
But | reckon The 


We 
News 


“VYes—we read 


always have. 


is bigger and better today than it: 
-ever been.” 


Old Man Texas has a great story these 
{nal 
its highlights are the facts about Dal- 
las—the Magic City with the Billion 
Dollar Market. 


days ...to tell to sales managers. 


a 
een feet \ 
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a Member 
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Fitch to Launch 


SIGNS OF LONG LIFE 


FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


i * Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Trodemerts Rog US. Pet OF 


$35,000 Contest 


Des Mornes—Beginning Oct. 5, 
|listeners to the “Fitch Band- 
| wagon” will have an opportunity 
to win a Frazer or Kaiser sedan 
or other prizes with a total value 


of $35,000. 
The new contest, scheduled to 


|| SINCE 1899) 


N q Lists } s 


GUILD COMPANY 


‘Tell us about your 
_ offer and we will 
: raneeent suit- 
able clout: 


MAIL SELLING 


extend over a four-week period, 
will open with the first program 
of the fall series featuring Phil 
“That’s - What - I - Like - About - 
the- South” Harris and Alice 
Faye. The show will be aired 
Sundays at 6:30 p.m. CST over 
155 NBC stations. 

The F. W. Fitch Company will 
simultaneously introduce its new 
Creme shampoo and contestants 
have a choice of completing, in 25 
words or less, one of two sen- 
tences: “I like Fitch’s new Creme 
shampoo with lanolin and olive oil 
because .” or “I like Fitch’s 
Dandruff Remover shampoo be- 
cause————_—-.” 

L. W. Ramsey Advertising 
Agency, Davenport, handles the 
account. 


GM Transfers Witt 


N. T. Witt, formerly instructor 
at General Motors Corporation’s 
Institute of Technology, has joined 
the sales promotion department of 
the Oldsmobile division, Lansing, 
Mich., wheré he will handle spe- 
cial assignments under the direc- 
tion of Manager G. S. Brown. 


gram. 


the food field. 


objective: 
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and trade magazines are ready. 


a sate Now i in 1 Full sot 


ane 


An advertising agency and a public relations counsel have been added to the 
machinery by which the Baking Industry will launch its big promotional pro- 


The advertising agency—Foote, Cone & Belding—brings to the industry an 
international reputation for outstanding promotions. 
counsel—Theodore R. Sills & Company—adds a wealth of experience from 


Preliminary advertising and merchandising plans for the national consumer 
The advertising program has a two-fold 


1. To increase the consumption of bakery products. 
2. To focus public attention on the services and standing 
of the baker in his own community. 


The first consumer advertising will start in January with releases to trade and 
special groups, timed well ahead of consumer promotion. 


4 SRS Shea ae 


The public relations 


The Baking Industry promotion program is now a year old. In that year, 
the broad outline of the organization plans, originally presented by BAKERS’ 
HELPER, has been followed almost exactly. In the August 24, 1946 issue, 
BAKERS’ HELPER presented a 6-point program to get the job started. Al- 
ready the Baking Industry has subscribed $1,654,768 for a 3-year program— 
well over the original goal of $1,500,000. 


BAKERS’ HELPER is proud of the part it has played in the development 
of this great industry-wide project. This demonstration of leadership in 
the industry further proves that BAKERS' HELPER is your best medium 
for reaching the largest number of successful bakers—those who do 90% 
of the business in this 2!/2 billion dollar industry. 


Bakers’ Helper 


105 W. Adams St. @ Chicago 3, Ill. 


165 Broadway, New York 6 


ABC - ABP 


816 W. Fifth Street, Los Angeles 13 


Largest Paid Circulation Any Bakery Publication Ever Had—Now Over 16,000! 
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JOINT PRODUCT—Two famous names 

are linked on this new baby food prod- 

uct, to be tested soon in an eight-city 

campaign through Federal Advertising 
Agency, New York. 


ARF Names Hyde 


The Advertising Research Foun- 
dation has appointed Gordon E. 
Hyde, president of Federal Ad- 
vertising Agency, New York, as 
chairman of the administrative 
committee in charge of the Con- 
tinuing Study of Transportation 
Advertising. He succeeds Otis A. 
Kenyon, chairman of the board of 
Kenyon & Eckhardt, who recently 
became chairman of the founda- 
tion’s board of directors. 


Joins LaRoche & Ellis 


John Baxter, formerly copy 
supervisor with Batten, Barton, 


LaRoche & Ellis as a copy super- 
visor. 


GET OKAY—Viewing ad proofs and baby meat products which Armour & Co. 

and Gerber Products Co. will jointly produce (AA, Sept. 15) are, left to right 

(seated), Walter S. Shafer, Armour vice-president and general sales manager, 

and Dan Gerber, president of the Fremont, Mich., firm; 

Munro, Armour's canned food sales manager, and Earle Johnson, Gerber's vice- 
president in charge of marketing. 


(standing) George 


Durstine & Osborn, New York, has 
joined the copy department of | 


Gets Genie Cola Account 


Midwestern Beverage Labora- 
tories has named Roman Adver- 
tising Company, St. Louis, to 
handle the advertising and promo- 
tion of Genie cola. Newspapers, 
radio, point-of-purchase displays, 
outdoor advertising and trade pub- 
lications will be used. 


Gets Trailer Account 


Mastercraft Trailer Company, 
Rocky Hill, Conn., manufacturer 
of utility and boat trailers, trans- 
portation carts and similar prod- 
ucts, has named Hugh H. Graham 
& Associates, New Britain, Conn., 
to handle its advertising. 


— CKNW 

has more listeners 
than any other 250 
Watt Station-in Canada 


-cHNW 


NEW WESTMINSTER, B.C. 


MATRIX com 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 
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Gas Group Cites 
‘Safety’ Figures 
on Electricity 


New YorK—The American Gas 
Association is getting down to 
cases in its fight against electricity 
as a fuel. 

Specifically, AGA is distributing 
a booklet reprint of an article by 
Jean Clarke Thompson of its pub- 
licity bureau, which appeared in 
recent issues of Gas Age and LP- 
Gas, in “answer” to the introduc- 
tion of a course in electric appli- 
ance salesmanship, sponsored by 
General Electric Company and 
prepared and serviced by LaSalle 
Extension University. 

Among other things, the course 
cited the “advantages of electric 
cooking and water heating.” 

AGA’s “record” shows “there 
are 23,000,000 homes cooking with 
gas and, according to Electrical 
Merchandising, only 4,000,000 
homes using electricity for this 
purpose.” 


Fire Losses Listed 


The association replies to the 
statement that “electric cooking is 
safe” by citing figures compiled 
by the National Fire Protection 
Association which show that, be- 
tween 1941 and 1945, fires due to 
electric wiring and fixtures 
totaled 55,700 with a total loss of 
$32,000,000, and electrical power 
consuming appliances caused 
18,100 fires with $7,500,000 total 
loss. 

In the same period, gas and ap- 
pliances were reported to have 
caused only 4,300 fires with com- 
bined loss of $2,450,000. ‘There 
are almost 25,000,000 homes, shops 
and factories piped for gas,” AGA 
points out, “and 31,000,000 wired 
for electricity. Even after deduct- 
ing a liberal 20% from electrical 
fires to compensate for the fewer 
gas-served structures, the hazard 
of electrical fires over gas fires is 
14 to 1.” 

On the angle of dependability, 
AGA noted “scientific laboratory 
tests’ which indicated that the 
temperature of a gas oven remains 
almost constant. “In the electric 
oven, variations of 25 to 50 de- 
grees from the desired tempera- 
ture are common,” it said. 


Owens-Illinois Promotes 


Eugene Hildreth, sales manager 
to the food industries in the glass 
container division of Owens-Illi- 
nois Glass Company, Toledo, has 
been promoted to sales promotion 
manager of the division. He is 
succeeded in his former post by 
Sidney Davis, who has been Chi- 
cago branch manager. E. F. 
Schafer, Philadelphia branch man- 
ager, has been appointed to the 
newly created post of general 
branch manager in Toledo. The 
closure and plastics sales divisions 
have been combined, with Joseph 
Parks as manager. 


Fizdale Opens PR Office 


Tom Fizdale has opened a pub- 
lic relations office at 30 W. Wash- 
ington St., Chicago. Branch offices 
will be opened in New York and 
Hollywood, with Max Hill, for- 
merly AP foreign correspondent 
and NBC news commentator, in 
charge of the New York office, and 
Franklyn Phillips in charge of the 
Hollywood office. 


Joins Appliance Firm 

Richard E. Anderson, lecturer in 
the market and merchandising de- 
partment of Cleveland College 
division of Western Reserve Uni- 
versity, has joined the sales force 
of Grand Home Appliance Com- 
pany, Cleveland. 


McMurphey Names Keller 


Paul J. Keller, who before the 
war was on the staff of the Jour- 
nal, Portland, Ore., has been 
named production manager of the 
George W. McMurphey Advertis- 
ing Agency, Portland. 


Jones Joins Glenwood 


Robert Haydon Jones has joined |. 


Glenwood Range Company, Taun- 
ton, Mass., as vice-president in 
charge of sales, succeeding H. E. 
Nickerson, who is retiring because 
of ill health. Mr. Jones was for- 
merly vice-president of the com- 
pany’s advertising agency, Alley 
. Richards, New York and Bos- 
on. 

Wilbur L. Lawson, recently act- 
ing sales manager and advertising 
manager of Glenwood, will be as- 
sistant to Mr. Jones. 


Nemes Vandivert A.M. 


Gretchen Vandivert, formerly 
assistant promotion manager of 
the Mercury-Herald and News, 
San Jose, Cal., has been named 
advertising manager of the Union 
Ice Company, San Francisco. 


Poké 
ice 
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national magazines, newspapers 
and trade publications. In addi- 
tion, outdoor posters, painted bul- 
letins, spectaculars, counter dis- 


Revlon Ups Herzog 


Revlon Products Corporation, 
New York, has appointed Lester 
Herzog as sales manager of Farel 


plays and other merchandising 
aids will be used. Kastor, Farrell, 
Chesley & Clifford, New York, is 
the agency. 


Shi 


Destin, Inc. Mr. Herzog will con- 
tinue as assistant sales manager 
of the salon division of Revlon, 
a post he has held for eight years. 


Starts House Organ. 


Charles E. Hires Company, 
Philadelphia, has started a house 
publication, entitled “Hires to 
You,” for its bottlers, employes 
and customers. 


Blatz Starts New Drive 


Blatz Brewing Company, Mil- 
waukee, has launched a new na- 
tional advertising campaign built 
around fresh fruit and beer. The| % 
campaign will run in about 300 


ee 


FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° 


CHICAGO 10 
WHITEWALL 5957 


Do the new readers of OPERATING ENGINEER 


and if so, what, and exactly how strong a factor are t 


we asked it ourselves . . . right out in the field, face 


we did our own detective work via the McGraw-Hill 
research department, and completed 844 field calls. 


Here, published for the first time, is a summary of 


16 different main product classifications. Future ads 


They Buy! 


buy— 
hey? 


Before any advertiser or agency ever asked that question, 


to face with these men. Over a 3-week period last Spring 


OPERATING ENGINEER buying strength. It covers 


in this series will break these down into specific product 
detail. Watch for them, Reprints available on request. 
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THIS IS ANOTHER INDICATION of the new, 
accessible buying audience being assembled for 
you by OPERATING ENGINEER —an audience 
which you can sample today, thanks to the three 
“pilot” issues we are publishing this Fall, at the 
economical rate of $100 a page. There is still 
time to make the December number. 


OPERATING ENGINEER 


330 West 


A McGraw-Hill Publication 
42nd New York 


Street, 38, Hs 


¥« 


yen ; igang eye eel ae ae, ae cee Pigirentis Pi reese ait aia Aut a seen a : » | pe hale hy ees FO eS Nas ae cet 
al ut Sea a ae i *. a carl ete i Lane ry ea Tiles Cae aA Dae Gaglki4 eee at fe ay pe Pants Ae) - ‘ é: 
= oe “ . S14 ay! . . t m is ' % a & tig . 
sit a 
ee ae 
eee 
a 47 eet 2 
Ps | 
gh 
Pee = 
Pe pee 
CE es 
+ ot real a 
Se = ‘a 
| Bat 
**,*.*.°.%.9.9 * © ee eeeeeeeeeseeseeeeeese “see ee pe 
ee | Bette a 
ee eeeeeeeeae ‘e"e J a eee eee'e'0'0'e'e'e'e"e"e" Se ! = - 
were a ea eee "0 'e'e"se'e's'e"e'e"ee"e"e", eeeeeee e"s"s'e'e'e'e'e" - 
Se eeeeeeeeeeeeeeae eeee on e'e' oe e'e'0'0'0"s'e'e"e"e" » 
| Re SS SSSR Se 
—_— orete*e"e’ae Lm mS 
ce pe ere a 
seis oc: eescecnsssescantssonseeeeeeeeneeees 
eteteteretes Sere aPatatatataatetatatetatetatstatetete® 
cetetererere! aren seretet 
eretetetetets oe Roses ; 
ee eeeene *.° e seretes 
| #2 ee ee 4 °° nee! 
| Sereteereret ore Pasesed 
| ere"e"o'e'e"e Sete sstetee 
ererecereret tee Reon 
sis: = RICH BLACKS ::: a 
seeeatetate? ates erecece 
ee. ee 
Sacco SEES eres Soleleteleletereteferetetetefeteteress 
oreceneet tet eta" ES 
meratatetetet ene a"a"e'e'e'e'e'e's'0'0'2'e'e'e"e"e'ee" 
eet atatete*e” e"e"es's'e" 
‘e’e eee’ eve"s"s's'e" 
ee ess eee eee 
jo"e"e"e"e's ba 
"| Se eees Po 
ee 
prereveteverecarete"atetavatevetavataratetatetetatetatatstatstetetetetete® 
i. eR 
ee ee eeeeeeeeeaea en e"e"e'e'e'ee'e "eee ee" ead 
enw eae se ee e's ets ee eee ein nn 8*8? Lele 8 8 8 8 ee 8 88 
| pecerececececedececerecerecmessseeseentenstenetteetenetenstenstetetetetete 
| Le ; J 
| ee 
| ee os aah 
| pene * Woe 
x x ae 
ry 
a 
_ 
® 
" i 9 
| 
ee CO weyers 
| SS es 
| _¥ ‘seule 
lic 
| eg ™ 
| p' eke TWD te 
| y ae ve et 
oie! 
af 
ee ae 
ee ee 
| 
(ihe SA. 
(ab ees 
v4 a 2 
aN : -* E 3 
Soo | =< ScPyrr @ 4 % 
| ee. 
Ss 
aes 
Bi 
pee 
os 
sa LS 
Sli 
aaa - 
= 
ie 
“2 
aos = 
oi 
aS 
=e 
| ae 
| ee 
| J saa 
| F coer, ns 
! jv aa 
28 er 
) Ly ” 
4 ot 
| 4 | 
| 
‘ | 3 r 
| 
| ee | 
ee | 
=e - “ . ace c = i , ‘ * : “ ’ 
a? : © a “4 eS - a ta 7 “ me y' pi: bd Bt " 7 2 i cs ‘ a * “ - — ’ ee - warkis va : Beko 


Promotes New Products 


Deacon Brothers Ltd., Belleville, 
Ont., has begun a campaign for 
Dea-Shirt, a new product, in a 


Tells Plexiglas Story 


Rohm & Haas Company, Phila- 
delphia, has issued an illustrated 
booklet called “Plexiglas for Mer- 
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RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 fj 


selected list of Canadian national 
magazines. November issues will 
feature two other new products, 
the Ski-Middy and the Aeropile 
coat. Cockfield, Brown & Co., To- 
ronto, is the agency. 


chandising Aids,’’ which discusses 
various merchandising uses for 
Plexiglas, such as 


and wall units for combination 
storage and display. 


packaging, | 
point-of-sale displays, show cases 


- ADVERTISING SALESMEN 
| EARN $5,000 TO $25,000 ANNUALLY 


. . . sell this newest most sensational advertising sign 


Multi-Color 


MOVING LITE 


Electric Display 


Animated. scintillating motion without mechanical action— 
No motors—no gears—no moving parts. It is bound to revo- 
lutionize the neon industry. Protected by U.S. and foreign 
patents. An opportunity of a life time for big earnings. 


Write today for particulars. 


OHIO ADVERTISING DISPLAY COMPANY 


Ohio Blidg., Pearl Street ai \ ae 
Cincinnati 2, Ohio 


WANTED! ART DIRECTOR 


whose creative sights are set high 
We have an exceptional opening for an experienced advertising agency 
art director. 


He must be a man with a flair .. . and a man who wants to hold a fine 
creative spot in an art-minded agency. 


He will do layouts only—no finished art. 


This position is in Detroit with a long established agency. It is a_per- 
manent connection at a starting salary consistent with ability and ex- 
perience. Work will cover full range of activities of a widely diver- 
sified group of outstanding national advertisers. 


Write full outline of experience and salary desired to 


Box No. 6822, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


' needing 


Mid-Western 
Trade Magazine 
Publisher 


is considering opening Pacific 
Coast office in Los Angeles. 
Would be pleased to hear from 
an experienced trade paper 
space man who would represent 
us exclusively. Splendid oppor- 
tunity. 
Write us your background, sell- 
ing experience and earning re- 
quirements. Include picture if 
possible. All replies confiden- 
men have their place—but this is 


tial. 
not it. The man for this job is a 


He is best at and Box 6824, ADVERTISING AGE 
happiest when writing and pro- 100 E. Ohio St., Chicago 11, Ill. 


ducing. He is a self-starter. 


WANTED 


PACKAGE GOODS 
IDEA MAN-WRITER 


by a national drug-cosmetic 
firm with young ideas 


We need a shirt-sleeve worker 
who has written ads and cam- 
paigns that have sold packaged 
goods. Drug and cosmetic ex- 
perience preferred. 


Account executives and contact 


craftsman. 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display 


HELP WANTED 


POSITIONS WANTED 


-- ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

° United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


COMBINATION LAYOUT MAN AND 
ARTIST, experienced in retail ad- 
vertising, desiring to better himself 
and to take complete charge of the 
Advertising Department of a large 
furniture store in a city of 250,000 
in Ohio. Excellent opportunity. Sal- 
ary open. 

Box 9145, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


Wanted: Public Relations Director 
for Mid-west city industrial asso- 
ciation to present management’s 
viewpoint on industrial relations 
and economic problems to the com- 
munity. Applicant should be _ be- 
tween thirty and forty years of age. 
Be able to write institutional ad- 
vertising copy. Give complete infor- 
mation regarding age, marital sta- 
tus, education, past experience and 
salary requirements. 
Box 9148, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MONARCH PERSONNEL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 


of handling mass details for direct 
mail in small company; with mer- 
chandising and sales promotion 
background. Must be able to train 
personnel for &key positions and to 
coordinate national sales program 
with production. Good future. 

P. O. Box 869, Alliance, Ohio 


SPACE 
CHICAGO 
Publisher of 


SALESMAN 
TERRITORY 
two dominant trade 
magazines has opportunity for space | 
sales representation in Chicago ter- | 
ritory. Salary $5200 plus opportunity 
for greater income. Expenses paid. 
Applicant should have car and be 
able to arrange office space at mod- | 
erate cost. 
Box 9167, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED | 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 


Ace Free-Lance Copywriter—|2 ‘yrs. | 
experience with leading N. Y. agen- |! 


cies will assist agency or advertiser 
original hard-selling copy. 
Fast writer. Reasonable rates. 

Box 9138, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING MANAGER—experi- 
enced chain store and mail order 
operations. Catalog, direct mail, 
newspaper and magazines. Creative 
planning, production and _ detail. 
Married, age 35. Salary bracket 
$7,500. Now employed. References. 


30x 9157, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Il. 

ARTIST DESIGNER 
Desires connection with progressive 


printer, publisher or manufacturer 
who is interested in modern high 
quality covers, booklets, brochures, 


catalogs, announcements. Thorough- 

ly familiar with letterpress printing. 

Also contacts. Chicago territory. 
Box 9158, ADVERTISING AGE 


a woman’s touch. Adv., sales prom., 
publicity exp. Not just a secretary 
but gal capable of contact, follow- 
through, copy, etc. Chicago only. 
Box 9163, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANNA SEE SOME PROOFS that 
prove I ean handle that opening in 
your organization? Now Director 
of Advertising and Public Relations 
for two affiliated firms, I’m looking 
for a manufacturer (industrial or 
consumer product) with a_ better 
than $100,000 budget, or an agency 
copy-contact help. Interested? 
Box 9154, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Public Relations & Publicity 
Ten years experience with exposi- 
tion national retail chain and man- 
ufacturing background. Creative 
planner and writer. News and feature 
writing background. Married, age 
35. Salary $7,500. Available Oct. 1. 

Box 9156, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

ART DIRECTOR 
17 yrs. exper. layout, art, prod. 
Cons. and indus. adv. for newspaper 
and trade papers. Agency exper. 
Working knowledge of electronics. 
Mechanically inclined. Pilot’s license. 
Navy vet, age 38, married. Chicago 
only. Samples on request. 

Box 9159, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising and news representa- 
tive available. Capable space sales- 
man, good agency contacts. Thor- 
ough knowledge of trade paper edi- 
torial requirements. Chicago area. 
Box 9161, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I11. 


JUST $250 PER MONTH 
for ambitious comer, 28, 1% 
agey.: layout, copy & prod., 2 yrs. 
Sales prod., 6 yrs. Univ. (night). Chgo. 
Box 9162, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
GIRL COPYWRITER 
Can take initiative or direction. Two 
years experience —retail, agency, 
sales promotion. Advertising degree. 
Small agency preferred. Available 
on reasonable notice. 
Box 9165, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill. 


Production Manager: Medium sized 
N.Y.C. agency, three years, five nat’l 
accounts. College, 31, married. 
Box 9168, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 
CIRCULATION MGR., 
20 yrs. exp.—Adv., prod.—Office mer. 
Capable handling ABC & CCA state- 
ments—Corr. — Mail prom. — Avail- 
able now—Chicago loc. M. Lindeman, 


yrs. 


OPPORTUNISTS 

If you need a copywriter—secretary 
—my girl Friday, who has a few 
promotional ideas, 
If your agency is small, you want to 
go to town in a big way, and you're 
located in Chicago—write 

Box 9169, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Chicago territory. Interested in 
contacting good business publica- 
tion. Write: W. E. Comiskey, 1416 


Bryn Mawr Avenue, Chicago 26, Ill. 
PUBLISHERS | 
SPACE REPRESENTATIVE avail- 
able October for Michigan and Mid- 
West states. Thoroughly familiar 
with metal-working plants and ad- 
vertising agencies in these areas. 
Desire permanent arrangement set- 
up with aggressive trade publication. 
Box 9160, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES WANTED 


REPRESENTATIVE WANTED 
Space salesman for Michigan, Ohio, 
Indiana and Western Pennsylvania 
for two leading trade publications, 
salary plus commission. Should have 
automobile. Write fully. 

Box 9166, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


FREE 
OVERNIGHT SERVICE 
Modern layout, lettering, designing. 
Box 9090, ADVERTISING AGE 
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| 
MANUFACTURERS’ AGENT 
Display Specialties and Unusual Re- | 
sale Items wanted. Well known and 
well received in Commercial and 
Industrial Markets. 

Box 9155, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED LITHOGRAPHER — Must 
be large company who wants good 
representation in Chicago. We have 


|, own creative art department. Write: 


Box 9164, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Lundin Advanced 

Vernan E. Lundin, advertising 
manager and sales promotion head 
of Hubbard Milling Company, 


For the right man this job offers 
rare opportunity. Future progress 
will be geared to ability to pro- 
duce advertising that sells goods. 


Mr. Publisher: 


Reduced Advertising revenue means 
—cut salaries—good men lost—your 
Salary, open. Age, 30-45. Loca- position in the field lowered. 
tion New York City. Please send 
letter with resume and one sample 
of solo-produced copy to Box 
6828, ADVERTISING AGE, 330 W. 


42nd St., New York 18, N. Y. 


With high costs you can’t afford that. 
To gear your circulation and advertis- 
ing sales for bigger advertising rev- 
enue write today to Box 6820, AD- 
VERTISING AGE, 100 E. Ohio Street, 
Chicago 11, Illinois. 


Mankato, Minn., has been named 
sales manager of the feed divi- 
sion, succeeding Ben W. Rieke, 
who resigned to establish Soft 
Water Service Company in 
Waseka, Minn. 


Weisz Opens Art Office 


Al Weisz, for four years art di- 
rector of Donahue & Coe, New 


‘News’ Video Outlet 


‘Studies Programs 


A program advisory board has 
been appointed to consider video 
screen productions for the New 
York News television station, 
which will begin operation next 
year. The group is headed by the 
executive editor, Richard Clarke. 

Temporarily listed as WLTV, 
the News station received its con- 
struction permit Aug. 7. Con- 
struction and advertising survey 
work began immediately under 
the supervision of Clifford Denton 
and B. O. Sullivan. 


Gets Shoe Account 


VelVa - Sole Corporation, Chi- 
cago, manufacturer of basic arch 
foundation shoes for women, has 
placed its advertising with Badger 
& Browning, Boston. 


AN 

EXCEPTIONAL 
OPPORTUNITY 
FOR A 
COPYWRITER 
WHO wants to get 
set and go...and 
has the ability to 
fill this need. 


WHO WE ARE: 


We are Belnap and Thompson, Inc. 
We are in the business of providing 
incentives to management for 
achieving sales, production and 
operation goals. 


WE NEED 


an advertising copywriter with a 
promotional flair . . . a man who 
can assemble facts and put them 
into a plan—a man who thinks 
clearly and writes clearly. 


WE OFFER 


an immediate starting salary of 
$7,500 a year, and an agreement to 
increase that to $10,000 after one 
year. Believing that ‘people who 
do—should be people who own"; 
we also offer a stock purchase op- 
portunity (after the second year) 
which is now shared by twelve key 
employees of our company. We of- 
fer an opportunity to the man who 
qualifies to start a department 
which he will head and with which 
he will have an opportunity to de- 
termine his own growth and future. 


YOU QUALIFY 


write, in full detail, to Roy Belnap, 


Belnap and Thompson, Inc. 
Incentive Center 
Palmer House, Chicago 


IF 


| Wanted! 
Advertising Art! 


National advertiser looking 
for versatile, medium-size 
Chicago studio to do lay-out 
and finished art on sales pro- 
motion. Top-flight ability at 
| right prices will insure $25,- 
| 000 annual volume of work. 
What have you? 


York, has resigned, effective Sept. 


30, to open his own New York} 


and Hollywood offices as an inde- 
pendent art consultant. Mr. Weisz 
has been active on Metro-Gold- 


wyn-Mayer and Enterprise Studio 
|art campaigns. 


Box 6823 
ADVERTISING AGE 


| 100 E. Ohio St. 
| Chicago 11, Ill. 


Pe ee ee | 
COME TO LOS ANGELES FOR 
COAST-WIDE 4A AGENCY 


We need an account executive with men's clothing experience to work 
on substantial clothing chain account. 
sonality suitable for contact work, writing ability, ideas essential. We have 
other apparel accounts. This is good opportunity to enjoy Southern Cali- 
fornia, grow with apparel industry. Why wait until you can afford to retire? 


Live in Los Angeles now. Airmail full details, Box 6825, ADVERTISING 
AGE, 100 E. Ohio Street, Chicago II, Illinois. 


Retail experience desirable. Per- 


OPENING FOR 
COPY WRITER 


Large, well-established Chicago 
advertising agency has a place for 
a copy writer familiar with the 
construction field. 


Reply briefly listing positions held 
and salaries earned. Every letter 
received will be acknowledged. 


Box 6821, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Telehome 
: HOME INTER COMMUNICATION 
Opens a New Market 


& COMPLETE PACKAGE MASTER UNIT AND 
‘SPEAKER UNIT AT A MODERATE PRICE 
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SOMETHING NEW—Western Electric 

will use this copy in trade publications 

next month to stimulate dealer promo- 

tion of its new home inter a 
tion system. 


Home Intercom 
Units to Get 
Consumer Plugs 


RACINE, Wis.—The accent is on 
quality in Webster Electric Com- 
pany’s new drive boosting Tele- 
home home _ intercommunication 
equipment. 

A new item in the company’s 
line, the Telehome makes its con- 
sumer advertising bow with a 
color half page in The Saturday 
Evening Post for Sept. 27, with 
additional copy to appear at three- 
week intervals. 

The intercommunication system 
promotion initially will plug a 
combination of master station unit, 
speaker unit and 100 feet of wire 
in a package to retail at $49.50, 
with additional speaker units at 
$9.50. 

The new Telehome is Webster’s 
postwar contribution to the inter- 
communication field, and a logical 
outgrowth of its prewar manufac- 
turing of office intercom equip- 
ment. Future plans include 
stepped up advertising of a kit- 
chen unit of white enamel, with 
speaker attachments to be placed 
at front and back doors, so that 
housewives may safely learn the 
identity of callers. 

A spread in the Sept. 1 Elec- 
trical Merchandising introduced 
the two-unit package to dealers 
and offered them mats, circulars, 
booklets, and direct mail pieces. 
Theme of trade publication copy 
is the new, quality market which 
Telehome is tapping. 

Hamilton Advertising Agency, 
Chicago, directs the account. 


Pontiac Appoints Perry 


Norman E. Perry has been ap- 
pointed assistant general sales 
manager in charge of sales in the 
western half of the United States 
for the Pontiac Motor division of 
General Motors Corporation, Pon- 
tiac, Mich. He succeeds E. Q. 
Norman, who has resigned to be- 
come a Pontiac dealer in Detroit. 


Y&T Adds New Division 


Yale & Towne Mfg. Company, 
Stamford, Conn., has formed a new 
specialty division to be located in 
the vicinity of Roanoke, Va. The 
manufacture and sale of auto- 
motive and specialty locks will be 


transferred from the Stamford di- | 
vision to the new division as soon | 


as a new plant is built. 


Promotes MacDougall 


Lawrence H. MacDougall, direc- | 


tor of the surgical dressings divi- 
sion of Johnson & Johnson, has 
been named division sales manager 
of the company’s Great Lakes 
division, with headquarters in 
Detroit. 


4 Services in l 
Is Theme of New 
Piston Ring Push 


St. Lours—Combination selling 
of all engine repair services is the 
theme of Ramsey Corporation’s 
new national campaign for Ramco 
piston rings. 

“Combination selling,” says O. C. 
Holaday, sales manager, “is the 
key to a better way to sell engine 
overhaul service.” As a result, all 
four phases of engine repair serv- 
ice—compression, ignition, carbu- 
retion and cooling—will be ad- 
vertised as a package called the 
Ramco Repowering Program. 

While the company has not 
used the repowering idea in pre- 
vious national advertising, pilot 
installations throughout the coun- 
try during the past five years have 
provided field tests, and resultant 
modifications have been incorpo- 
rated in the new program. 

Ramco stations will offer a 


10,000-mile ring and labor war- 
ranty—a guaranteed repair serv- 
ice including piston stabilization, 
Ramco 10-Up piston rings, and 
skirt stabilizers, as well as car- 
buretion, cooling and_ ignition 
services. 

Complete kits containing signs, 
posters, direct mail campaigns and 
newspaper mats are being sup- 
plied jobber salesmen for use by 
dealers and repair shops. The 
point-of-sale material backs up a 
drive currently running in The 
Saturday Evening Post and trade 
publications. 

Van Auken & Ragland, Chicago, 
is the agency. 


Maps Fashion Show 


The Chicago Tribune has sched- 
uled its eighth annual fashion 
show for Oct. 2-3 (two matinee 
and two evening _ showings). 
Thirty-nine garments, which have 
been selected from the entries, 
will be shown in the women’s ap- 
parel division and 11 selections 
will be exhibited in the junior 
division. Three prizes of $2,000, 


$1,000 and $500 will be awarded 
to designers of the three garments 
in the women’s division which 
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rank highest with the audiences. 
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junior division, 


Product styling that 


Here, at Barnes & Reinecke, specialists 
style your product for sales appeal, utility, 
and low cost production. That means lower 
selling price. 

An example of our styling service is this 
Bell & Howell slide projector. We can show 
you many others. 

We make models, too. Whether you're 
promoting a new product, like this Chicago 
Apparatus Company compass, a package, 
or a new mechanical device, salesmen 
and dealers get the idea quicker, do a bet- 
ter selling job when they have an exact 
model to see and show. Call us for a three- 
dimensional presentation of your new idea. 


BARNES & REINECKE, INC. 


DESIGNERS AND ENGINEERS 


234 E. Ohio St., Chicago 11, Ill., Del. 6350 


steps up sales 


Guiding Light 
3 Bringing any cargo of Mend to _— | 
through the storms or down the 
fairways of modern distribution and 


human relations calls for the light of 
long experience. 


Ppt eae see hy 


When going into- motion pictures or _ 
other visual aids, get the benefit of 
the light which a long-experienced 

_ producer can throw on any problem > 
ef production and utilization. 


The collective experience of American | 


_ business leaders is available to pilot 
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uxton Key-TAINER 3: = 


Actual merehandise on display does a 
selling job and gets attention. Molded 
milwood base finished in rich, lustrous 
colors. Gold key in third - dimension. 
A space saver, only 7”x 12” 


KIRBY - COGESHALL + STEINAU CO. 


Monopoly Charge | 
‘Baseless,’ Says 
Fiberglas Chief 


TOLEDO —Federal anti-trust 
charges against Owens-Corning 
Fiberglas Corporation are “base- 
less,” Harold Boechenstein, presi- 
dent, declared here in a statement 
}insisting that the government 
should encourage, rather than 
hamper, the company’s efforts to 
adapt war-developed materials to 
peacetime products. 

The civil action, filed here Sept. 
/10, accused Owens-Corning, 
|Owens-Illinois Glass Company, 
Toledo, and Corning Glass Works, 
Corning, N. Y., of a conspiracy to 
monopolize the glass fiber indus- 
jtry. The Justice Department also 
| charged that they conspired with 


|foreign firms to divide territories 
|}and obtain exclusive patent rights. 

Owens-Corning was formed only 
/nine years ago and consulted with 


OF MILWAUKEE the government on every impor- 


‘tant step in its formation, Mr. 


Coke 


(abbreviation of Coca-Cola) 


is a brand name 


Coca-Cola and its abbreviation Coke are both regis- 


tered trade-marks that distinguish the same product 


—the product of The Coca-Cola Company. 


Coca-Cola is Coke; Coke is Coca-Cola—and 


nothing else. 


THE COCA-COLA COMPANY 


Catlala 


REG. US PAT. Orry 


“Coke 


Ask for it either way—both trade-marks mean the same thing 


COPYRIGHT 1947, THE COCA-COLA COMPANY 
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GAIN AND LOSS PERCENTAGES —52 CITIES i | 


MONTH 
JULY 1947 - 1946 | Loss = 
CLASSIFICATION CENT 
PETAR ................| 1007 ” P 4 — 7 
GENERAL 12.5 
4 automotive... | 70.6 
FINANCIAL bel 
TOTAL DISPLAY... | 12.8 
CLASSIFIED ---| 520 oe 
TOTAL ADVERTISING | 10.7 
DEPARTMENT sTORES.| 7.5 


ACCUMULATIVE 


WAN, 1-JULY 31,1947-1 


CLASSIFICATION ma com 


cal: 
— > 


eS 
GENRAL.. | 1702 
AUTOMOTIVE | 791 
FINANCIAL | Vel 
TOTAL DISPLAY | 17.5 
CLASSIFIED __. 14,1 


TOTAL ADVERTISING | 16.6 


DEPARTMENT STORES. | 1107 


JULY NEWSPAPER LINAGE—The automotive classification held the lead in 

Media Records’ July tabulation of newspaper linage in 52 cities, with a gain. 

of 70.6% over July, 1946. Total advertising was 10.7% higher than the same 

month last year. In the Jan. I-July 31 period, automotive gained 79.1% over 
the seven-month period of 1946, and total advertising gained 16.6%. 


Boechenstein said, adding that 
“much of our rapid growth came 
during the war, with the govern- 
ment as a partner.” 


Drops Foreign Ties 


Its foreign connections were 
abandoned seven years ago, he 
continued, and “For more than a 
year we have offered to grant 
licenses to anyone interested in 
the manufacture of fibrous glass 
in this country... 

“Our products were of strategic 
value to our armed forces during 
the war, and were so appraised by 
the Army and Navy. Since the 
war, our company has been strug- 
gling to create peacetime markets 
for our materials. 

“Any question of our competi- 
tive position should be answered 
by the fact that our new materials 
are in competition with rayon, cot- 
ton, nylon, wool and jute among 
the textiles, and with asbestos, 
rock wool, wood products, mag- 
nesia, paper and other materials 
in the insulation field. We are 
trying to find a place in the home 
building field. In combination 
with plastics, our materials are in 
competition with the light metals. 
In every instance we meet com- 
petitors who have long been en- 
trenched in their respective fields. 
Our efforts have tended to dimin- 
ish shortages and hold down 


prices. 

“We agree with the attorney 
general that this is a ‘significant 
new industry’ and we intend to 
continue our efforts to make the 
materials we develop and produce 
increasingly useful and econom- 
ical.” 


Bendix Makes New Bid 


Bendix Home Appliances, South 
Bend, aiming at families in the 
middle income bracket, has an- 
nounced $199.50 as the suggested 
retail price of the standard model 
Bendix automatic ironer, manu- 
facture of which was started re- 
cently. The standard model’s per- 
formance is said to be identical 
with the deluxe model, which sells 
for $219.50, though minus some 
of the deluxe features. 


TYPOGRAPHIC 
SALES REPRESENTATIVE 


Well-known Chicago Typographic 
Plant seeks a man with good connec- 
tions as our sole typographic sales 
representative. 

This unusual opportunity plus our 
facilities would help increase his 
present earnings through intelligent 
plant cooperation and prompt service, 
rawing against commission. Write 
in strictest confidence. Box 6815, 
Advertising Age, 100 E. Ohio St., 
Chicago 11, Ill. 


America’s most 


modern 
typographic 


service 


MONSEN-CHICAGO 


MONSEN-LOS ANGELES 


928 South Figueroa Street 
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Winchell Resumes 
Hooperating Lead 


New YorkK — Walter Winchell, 
wearing the Jergens colors, 
bounded back to first place in the 
Sept. 15 “Program Hooperatings,” 
with an 11.3 rating (for first and 
second broadcasts). He last led 
the ratings in June. 

His score edged out Bristol- 
Myers’ “Mr. District Attorney,” 
whose 10.9 rating was 0.2 lower 
than when it led the top 15 shows 
in C. E. Hooper’s Aug. 30 report 
(AA, Sept. 8). In third place was 
Lux Radio Theater, with 10.7, a 
good start after its summer hiatus. 
Eversharp’s “Take It or Leave It,” 
second in the previous three re- 
ports, dropped to 9.5, tying fer 
seventh. 

The ratings included: 

Charlie McCarthy 0 
WOUr Hitt PATHS... 6c ckcaceace 9 
ge ge.) 9 
Judy Canova 9 
Take It or Leave It 9 

9 


Suspense 
Blondie 


eee eee errs eee eesesesene Ue 


8 
8 
Manhattan Merry-Go-Round ... 8. 
Philip Marlowe 8 
Theater Guild on the Air 8 
DUGG. Werte 6.6.4 6465565 088 e888 


8 
Listenership was still below las 
year. Average evening sets in use 
was 19.1, up 1.0 from the last re- 


* YOUR DIRECT MAIL* 


the day you want it 
the way you want it 
eee 
Direct Mail Specialists 
eee 
*“. . “aa 


@ Addressograph Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 
8 WEST ONTARIO STREET 
Hr SUPerior 8154 Chicago 


0.3 from a year ago. 


port, down 2.2 from a year ago. 
Average evening rating was 5.6, 
up 0.7 from Aug. 30 but down 1.1 
from last year. 

Ma Perkins topped the day- 
timers with a 5.8 rating. Only one 
Hooper point separated the leader 
and the last of the top 10 shows: 
Ma Perkins (CBS) 5.8 
DR TO ok a6 os is ss ccs 
Lorenzo Jones (TWTF)........ 
Young Widder Brown.......... 5.1 
Right to Happiness 


errs ee 5.1 
re a ae er 5.1 
WHoOn & Gl Married......<..6..685 5.0 
ON, PURINES orange oc en 0 ocdoks 4.9 
Pepper Young’s Family......... 4.9 
Romance of Helen Trent....... 4.8 


Average daytime sets in use was 
14.8, up 0.5 from the last report 
and up 0.1 from a year ago. Aver- 
age daytime rating was 3.4, down 
0.1 from the last report and down 


Prelle Adds Van Ness | 


Stephen A. Van Ness, formerly 
with Batten, Barton, Durstine & 
Osborn, has been added to the 
copy staff of F. W. Prelle Com- 
pany, Hartford, Conn. The agency 
has been appointed to handle the 
advertising of M. H. Rhodes Com- 
pany, Hartford, maker of Perfec- 
tion parking meters and Mark- 
Time household and _ industrial 
timing devices. 


BBDO Shifts Two 


Paul Russell, media director in 
the San Francisco office of Bat- 
ten, Barton, Durstine & Osborn, 
has been named account executive 
on the Standard Oil of California 
account. Llew Jones has been ap- 
pointed to succeed Mr. Russell as 


manager of the media depart- | 
ment. | 
aa ee | 
Appoints Douglas | 
William H. Douglas, formerly | 
with the public information serv- | 
ice of the American Red Cross, 
has joined Baldwin, Bowers & 
Strachan, Buffalo agency, to be in 
charge of supervising locations 


and contracts in outdoor adver- 
tising. 


ican Woolen 


tile workers . . 


LAWRENCE, 


WARD <- 


America’s 
Capital. So many orders that the Amer- 


operating at capacity throughout the year! 
This means steady salaries for thousands of tex- 
. more dollars to be spent in Law- 
rence (city that already has an annual buying income 
of $99,067,000). This accumulated demand for woolen 
textiles can well turn into greater sales profits for you! 


Tell and sell through the Morning Eagle and 
Evening Tribune—only dailies published in the 
Greater Lawrence market. 


The EAGLE- TRIBUNE 


; MASSACHUSETTS 
APITAL OF WORSTED TEXTILE INDUSTRY IN AMERICA) 


CRIFEITH CO.—- NATIONAL REPRESENTATIVES 


Woolen Worsted Textile | 


Company mills anticipate 


ABC over 36.000. 


Form Rochester Agency 


Earl A. Rogers and J. Erwin 
Porter have formed a new adver- 
tising agency under the name of 
Rogers & Porter Agency, with of- 
fices in the Genesee Valley Trust 
building, Rochester, N. Y. Both 
were former partners in Charles 
L. Rumrill & Co. 


Gets Coffee Account 

Alexander-Balart Company, 
San Francisco, maker of Alta 
coffee, has appointed Garfield & 
Guild, San Francisco, to handle its 
advertising. 


Joins Rhoades & Davis 

D. W. Green, formerly sales 
manager of Station KQW, San 
Jose, Cal., has joined Rhoades & 
Davis, San Francisco agency, as 
vice-president. 


co Something --- 
CROW “eu 


Since 1912. ABC Audited Since 1929. 


Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 


You'll have Plenty to crow about when you 


Dairy Industries market. You reach the men 
who Decide thru MILK PLANT MONTHLY 
the publication which has Helped them decide 


find how easy it is to successfully tap the huge 


ee ee : 


SEMI-AUTOMATIC 


q 


personalized initialing imprinting feature gives this useful; 
gift appeal! Priced for large volume sales, the GIANT is of 
plated—covered in simulated leather, black and Yaq— individually 
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— PRQDBUCTS COMPANY 
G a | t e r 711 W. Lake Street, Dept. K, Chicago 6, Ill. si 
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' 


% 
MAtiiny 


_ RETAIL PRICE § : 
INITIALS SLIGHTLY HIGHER 5 
accepted business stimulator. The 


design—heavily chrome 


ed. N only 4 fillings a year. 
NATIONALLY ADVERTISED IN AMERICA’3S.EADING MAGAZINES 


LIFE « SATURDAY EVENING POST + COLLIERS - LOOK»+ LIBERTY 
ESQUIRE « FORTUNE + NEWSWEEK + FORBES -. BUSINESS. WEEK 


NATION’S BUSINESS + THE UNITED STATES NEWS + OTHERS 


The GIANT Lighters make an 
excellent gift for your 1947 goodwill 
advertising. These can be supplied 
with individual chromium initials or 
with embossed firm name imprinted 
—or both, if desired. 


ON YOUR FIRM LETTERHEAD 


WRITE FOR QUANTITY PRICES AND DISCOUNTS 


a ee 6 8 a Se 


z a = : : = ao : * - wae io ¥ re : fi x oars ie pee) ‘a . a pt Tae 4 : a3 Wart oe i si fe Se re aie . ‘ ent Oe) pe m Ae ag Spt ae 
ee re a en ee ee pee eS a ne a 
ae +s Bs y be ; Seis ae ph y nee iki ate a) haem fa ghar oS 
i 51 E 
| eae 
ee ee 
, ee eee 
(¢ 
'y 
— Wy SS 
, ee 
S\N Dy 7 
h ee 
——-— I Aq 
\ 7 - For Seteied 
| DATA 800K 
Busnes 
| : une hes 2 al iy ies © ee ss ee ater ’ pan Publicorons 
| | tdnen 
Bos 
> OR SOMETHING ¢@ 
: ia wy 8 > 
| tee 7 ey : ss 
: | > eee . 6 - CF 
: ‘ me = 
} | a ; ‘qs 
Le : 8 R 
| 
; 7 Wi] 
joan rma . LL ADVERTISING : a" 
a Atel NR : i 
bi a 7 4 a FA Ch fe fs = _— a a 
| — . > Me ey aat~ ¥ 
ee Pa —s 4 S eo ee... a 
Galter Ts: —_—-_~ 
ey - S ' oe 
’ lll <a ; ae . 
—.- ——— 2 me 
partie : 5 7 é a ran ; os ve eee 
Spe aneree le - : bis 2 2 
ane i 4 SASRRRR tebe tear aaa 
tas Pen. S aos. “Lite sant Sere? er 
‘Ne en LP ee ae - 
a 2 SES ieee tee PS ey ce oe ng oes eee ee ee 
| ‘ Be cs LO SSS) RS i ae 
_———— “4 et EE REESE TREN hee ee 
s : ’ | <n Meee cree a ae eee See ; 
——— A . Raeee.  S ee Lae > = .: " : eet Jeeieeee Lethe gs Pt . iat 
——— | oo ts nee rae 
| _ y'| DESK See SN ete 
; oie FO hee oe . nang sae a 
a ee Bot fe hone Seo eee artes ie ‘ este note 
ASR | Sy SS ed pS estes seer 
Pai er Pets St SSSR UN ah epee nen. * 
. sa aR lace Seat Fie a erro alan ieerseeaie Ba a tie Nese tente 
Fiat pecs ‘ oe | Tes tle LE, a ig hae ae SA tt CS el ae ee ae 
ty G a reece tt oa ‘am Peiienk, <=, 
z Se r * aa a Fe aa ee % iti. ae P - Ka aoe: oo e <a 
iE | Lose Oe —— 
ie coe Dg) em ee eS ae 
Ss, ci PERSONALIZED INIT N 3 ee i 
of | size AS : 
\¥ Sead *. caer aa 
: FIRM NAME IMPRINTIN SD, OWN — 
' ) ; a ’ “sg 4” high ce 
AA ™ = | a - 93 9aLwide ane: 
4 oe Dy Rn | We pare 
a “y ae | The Galter GIANT Lighter is a nationally advertis ationa i 
$4 | raped lasting advertising and .. 7 
, Y fd Orders have been pouring into | modern = 
A | Pn 
| %&& ee f a. 
ee ee 
i : i ae cas 
| \\ 0 
\ $ 
\ 1 
| § \ , 
I \\\ | 
|S ae 7 | \Y l pet Sp 
ni | \ &y 
\ ee I 
| ts ay 
ee a a & - c vi 
oo | _ a _ Ne s 
SY | 


52 


Launches Publication 


Socony-Vacuum Oil Company, 
New York, has launched a new 
quarterly publication, entitled 
“Mobil-flame Home News,” con- 
taining cooking and _ household 
hints. The publication is being 
distributed to all of the company’s 
customers using Mobil-flame, 
liquefied petroleum gas. 


The management man's \; 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 
=the Central West. ( 
M 
Chicago Sourna 


— of Commerce — 


§8 Billion Sports 
Market Attracts 
80 Million People 


Macfadden's Year-Old 
Magazine May Hit Ist 
Million Sales in '48 


New YorK—At a recent meet- 
ing of the Sales Executives Club 
of New York, arranged by Mac- 
fadden’s one-year-old Sport maga- 
zine and attended by a lot of 
athletic luminaries, Larry Mac- 
Phail, president of the New York 
Yankees, mentioned among other 
things that “we’re in the food 
business too. We sell as many as 
68,000 hot dogs at Yankee Sta- 
dium in one afternoon.” 


SILK 


i=) YOUR 24-SHEET POSTERS: 
a More economical anode ~ 


REPRODUCTION CORP. 


780 North Jackson St., 
Milwaukee 2, Wis. 


EXCLUSIVE WEST COAST REPRESENTATIVE : 
CARTER & GALANTIN, INC. 
315 W. 9th ST., LOS ANGELES — TUCKER 4335 


Statistically-minded Henry Leg- | 
ler of Warwick & Legler adver-| 
tising agency got out his pencil 
and reported to the fellow next 
to him: ‘“That’s 10 miles of hot 
dogs.” 

The Department of Commerce 
estimates the nation’s recreation 
bill at $8 billion. Surveys have 
shown that 50,000,000 people now 
attend sports events more or less 
regularly—or approximately the 
same number who see the movies. 


Sports on Upgrade 


But while the number of movie 
and night club-goers currently is 
declining, sports continue to play 
to record box-offices. 

Attendance at 10 major audi- 
ence sports, Macfadden figures, 
has risen from a total of 245,250,- 
000 prewar to 314,000,000 postwar 
—basketball increasing in this 
period from 90,000,000 to 100,000,- 
000, baseball from 60,000,000 to 
85,000,000, football from 45,000,- 
000 to 58,000,000, horse racing 
from 15,000,000 to 28,000,000, and 
boxing from 22,500,000 to 25,000,- 
000. 

At the same time combined at- 
tendance of hockey, track and 
field, auto racing, golf and tennis 
nearly doubled, from 12,750,000 to 
20,000,000. 


Coverage Is Up 


Lloyd B. Hall Editorial Analysis 
Bureau has found this growth 
paralleled in the increased pro- 
portion of total editorial space de- 
voted to sports by general maga- 
zines. In fact, between 1945 and 
1946 alone, Life expanded its 
sports percentage from 2.5 to 5.8, 
The Saturday Evening Post from 
1.8 to 3.1, Collier’s from 1.7 to 4.2, 
Liberty from .9 to 2.9, Newsweek 
from 3.0 to 4.2, Time from 2.0 to 
2.9, American Magazine from 1.0 
to 1.9, Cosmopolitan from .3 to 
2.4, Redbook from .7 to 1.9, Esquire 
from 8.8 to 9.9, and Pathfinder 
from .4 to 2.2. 

An exception was Look, in 
which the sports percentage de- 


COOKER CAMPAIGN—Advertising plans for a new Presto Meat Master are 

discussed in New York by Kenneth G. Johnston, eastern sales representative, 

National Pressure Cooker Co., Eau Claire, Wis.; Louis Melamed, Melamed- 

Hobbs, Inc., Minneapolis, the agency, and William E. Wahl, assistant vice- 
president, National Pressure Cooker. 


magazines were only 5%, as 
against 15-20% for all magazines.) 
Sport offers subscribers no re- 
duction. Its yearly price is $3. 
The only exceptions were in pre- 
publication promotion: one a let- 
ter to the 7,000 Macfadden stock- 
holders (which attracted 800 of 
them at half price), and the other 
to 50,000 members of golf and 
country clubs. A postcard in al- 
ternate issues in six months 
brought in $100,000 in full-price 
cash subscriptions. 

The magazine carried an aver- 
age of 10 pages of advertising last 
spring and will have an average 
of 20 this fall. 


A Postwar Baby 


Macfadden’s Sport, with the 
Curtis Holiday and McGraw-Hill’s 
Science Illustrated, is one of the 
big postwar magazine babies. 
Under Editor Ernest V. Heyn (an 
earnest, be-spectacled literary 
man, Ernie had ‘never been in a 
ball park” until he took on this 
assignment), Sport has not de- 
viated from its original course. It 
continues to be a “fan magazine” 
for the mass of attendees; con- 
tinues to stress the human inter- 
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est, background, personal factors 
rather than action and conflict, or 
statistics. 

Macfadden’s research director, 
Everett R. Smith, has found that 
Sport has 2.44 readers per copy 
(excluding “barber shop” copies) ; 
that the largest part of them 
(34%) are business and profes- 
sional men, followed by skilled 
craftsmen and foremen, 22%, and 
clerical and sales people, 17.9%, 
and that their median annual in- 


clined from 6.6 to 5.8—but in the 
first half of 1947 rose to 7.0. 

True, Fawcett’s new man’s 
magazine, devoted 21.4% of its 
space in 1946 to sports, and in the 
first half of this year gave 18.3% 
of editorial space to it. 

The sports proportion of total 
newspaper editorial space devoted 
probably runs higher than that of 
general magazines. Radio and 
television stations devote an even 
larger part of their total news 
time to sports—including play-by- 


come is $3,916. 

Most of the readers see some 
sports event every week, with 
baseball, football, basketball, box- 
ing and hockey the most popular, 
in that order. These attendees 
also get some exercise on their 
own: 49% bowl, 42% fish, 25% 
hunt or golf, and 18% play tennis. 
More than half belong to baseball, 
basketball or other athletic clubs. 

Nearly half (47.8%) both own 
their homes and (48.6%) live in 
cities of more than 100,000. Three- 
fifths of them are between 18 and 
34 years old. 

Most of those who bow], fish, 
golf and hunt spend less than $50 
annually on each of these sports, 
and most of the tennis players 
spend less than $25. 


Seeks Video Permit 


WTIC, 50,000-watt station in 
Hartford, Conn., has applied to 
the FCC for authorization to con- 
struct a commercial television 
station in Hartford. 


HOSIERY. 


Carrying the Most Product ’ 
Advertising to Hosiery Mills: 
KNIT GOODS WEEKLY - 
Carrying Hosiery Advertising 
to ae pi Wholesalers: 
Monthly Hosiery Merchandising 
Section—edited solely for — 
Buyers of Hosiery 
KNIT GOODS WEEKLY 
| Madison Ave., New York 10 


play broadcasts and telecasts of 
the games. 


Largely Newsstand 


A lot of publications serve the 
specific interests of baseball, box- 
ing, golf and other fans but, as 
Mr. Rice told the SE Club meet- 
ing, Sport is the first spectator 
magazine to try to embrace the 
interests of all of them. 


< -« Pes : cB os 
et Hm-m-m! 


!... Must be a “SPEND-O-CRAT” 


Started with the issue of Sep- | 
tember 1946, Sport has developed, | Him 
the Macfadden people say, “the| im 
‘largest newsstand circulation of | 
| anus 25-cents-and-up magazine in | Se 
‘its first year.’ In January-June | 
| 1947, Sport newsstand sales aver- | 
|aged 390,000, about 95% of its) 
| total sales. 

The magazine is now guarantee- | 
ing 400,000 and printing 575,000. | 
Privately, Macfaddenites predict | 
that their new “fan magazine of | iim 
'sports” will reach the 1,000,000 | Ii 
/mark by late 1948. 
| S§port’s first issue was in the 
black. It dipped into the red a) 
bit since (due, among other rea-| | 
sons, to three increases in paper | ‘Bf 
costs) but is back in the black 
again now. Pre-publication ex- | q 
penses of $83,000 are still not). 
amortized. O. J. Elder, Macfadden | ¢ "7: 4 
president, gave Sport a newsstand | " 
“returns budget” of 10%. The 
magazine was not permitted to go 
beyond that. It never has. (Mac- | 
fadden says that returns on Sep- | 


tember issues of all nine of its. 
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‘Opportunities 
in Selling’ Told 
in Commerce Book 


WaASHINGTON—“Opportunities in 
Selling,” a collection of 12 authori- 
tative papers by some of the na- 
tion’s most successful sales man- 
agers, was offered by the Depart- 
ment of Commerce last week for 
the guidance of small business 
men and veterans interested in a 
sales career. 

. Request for the publication, No. 

65 in the department’s “Industrial 
Series,” originated with the Na- 
tional Federation of Sales Execu- 
tives. The essays were edited by 
Herbert Metz, eastern district 
manager of Graybar Electric. 

In a foreword, Raymond Bill, 
chairman of the department’s Na- 
tional Distribution Council, notes 
that selling has no “soft berths,” 
but that it offers “rich rewards” 
for its star performers. 

“Twenty-five thousand dollars 
or more per year is not overly 
uncommon for those who rise to 
executive posts in the field of 
selling and advertising,’ Mr. Bill 
says. Citing the authors contribut- 
ing to the book, he estimates that 
“their individual incomes without 
doubt exceed $25,000 a year.” 

Mr. Metz explains that the book 
is designed as an “authoritative 
guide” to those who are seriously 
considering selling as a career. 


Special Phases 


Each of the 12 contributing ex- 
ecutives writes concisely about a 
special phase of sales work. 

George S. Jones, vice-president 
in charge of sales for Servel, Inc., 
deals with “The Scope of Sales- 
manship”; Philip Salisbury, execu- 
tive editor of Sales Management, 
discusses “The Work of the Sales- 
man.” 

J. S. Aspley, president of the 
Dartnell Corporation, Chicago, 
goes into “Selling Pays Off,” re- 
porting potential salesman earn- 
ings for “inside” and “outside” 
personnel in dozens of different 
wholesale and manufacturing 
lines. 

“Throughout America, every 
city of 10,000 to 25,000 population 
has some insurance, real estate 
and automobile salesmen making 
$5,000 to $10,000 a year,” Mr. 
Aspley writes. 

“Tf a man develops so that his 
ability can command top money, it 
is often necessary for him to travel 
or to work in larger communities. 
Under ordinary circumstances, a 
man whose ability brings him up 
to the $5,000 or $10,000 level 
moves into sales supervision or 
management. 

“The good salesman, no matter 
what his line, has always lived 
well, been places and seen things. 
If the main objective is money, 
the successful salesman has an 
ability which is readily market- 
able.” 


Other Angles 


Other chapters are: “Compen- 
sation Plans and Incentives,” by 
Burton Bigelow, management con- 
sultant; ‘““How to Evaluate a Sales 
Opportunity,” by Eugene J. Benge, 
president of Benge Associates; 


with respect to expense ac- 
counts’’). 
And: “Help from the Home 


Office,” by Henry L. Porter, sales 
promotion department manager, 
Standard Oil of Indiana; “The 
Non-Selling Activities of Sales- 
men,” Albert Haring, professor 
of marketing, Indiana University 
school of business; and “The Sci- 
entific Approach to Selling,” Don 
C. Mitchell, president, Sylvania 
Electric Products Company. 

The book is available at 25 
cents from the Superintendent of 
Documents, Washington 25, D. C. 


Opens Research Firm 


Margaret Hunt Scotti, who dur- 
ing the war served with OPA in 
charge of all phases of the flat 
pricing of dry groceries which in- 
cluded the setting up and conduct- 
ing of surveys, has opened the 
Scotti Bureau at 421 First National 
Bank building, Peoria, Ill. The 
bureau will specialize in research 
and surveys among consumers, re- 
tailers, wholesalers, jobbers and 
manufacturers and tests through 
the use of consumer panels. 


GM Offers Workers 
Prizes for ‘Why 
I Like My Job’ 


DeEtrRoIT — General Motors em- 
ployes have been invited to com- 
pete in a contest offering 5,000 
awards, including 40 automobiles. 
The 300,000 workers have until 
Oct. 31 to write a letter on “My 
Job and Why I Like It.” 

Purpose of the project pri- 
marily is to assure that new work- 
ers are familiar with the benefit 
plans available to them. Secondly, 
says C. E. Wilson, president of 
General Motors, “an employe’s job 
is a vitally personal matter with 
him or her and we want our em- 
ployes to analyze their jobs from 
every angle and tell us, in their 
own words, what they like about 
them,” and how they can be more 
effective in their capacities. 

Another reason for the contest, 
Mr. Wilson declares, is to permit 
the workers to study the relation- 
ship of their jobs to the free en- 


terprise system for which Gen- 
eral Motors stands. 


Twyman Quits KOAD Post 

Harvey Twyman has resigned 
as program director of KOAD, 
Omaha FM station, to open a pro- 
duction office on the West Coast. 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CAR oct ADVERTISERS: 


4 ont fam me er 


io R. st Publisher 


MEMBER—WESTERN ASSOCIATED FARM PAPERS” 


“Sales Training,’ Edward J. Heg- 
arty, sales training manager, Wes- | 
tinghouse Electric Appliance di- | 
vision; “A Salesman’s Relations | 
with His Customers,’ Arthur | 
Hood, editor of American Lum- | 
berman. | 

Also: “A Salesman’s Relation- | 
ship to His Superior,” John M. | 
Wilson, vice-president in charge | 
of sales, National Cash Register | 
Company; “Expense Accounts—| 
Their Use and Abuse,” F. K.| 
Doscher, vice-president in charge 
of sales, Lily-Tulip Cup Corpo- 
ration. (‘‘The sales organization | 
that will survive tomorrow’s tough | 
competitive world will neither per- 
mit nor condone loose practices | 


THE GREATEST NAME:: 


FAMOUS CINCINNATE MODEL 106 with 
colorful plastic base and translucent 
side clips. Your product, Brand namie 
and slogan can-be~ fired-in color” in 
curved glass panel. Effective . 


Economical. 


“ 


Offers you the widest selection of 


mounted on Masonite, 
furnished in various 


diamond, etc. 


Custom-Built 


Neon and Fluorescent Displays 


The CINCINNATI Advertising Products Co. 


3676 BEEKMAN ST. 


CINCINNATI 23. OHIO 


Representatives 
in Principal 
Cities 


Coast to Coast 


PERMA-KLEEN is this sign. And 
the name explains, Neon tubing, 


with decorated Plexiglas. Can be 


shapes such as round, oval, 


is covered 


sizes and 


CLOCK WISE advertisers 
know how these modern 
illuminated 19” time 
pieces sell their products. The adver- 
tising is “fired in’. The case is plastic. 


YOUR PRODUCT'S NAME glows on every 
counter when you furnish dealers this 
“Edge-glow” Model No. 114 die cast metal 
base. Fluorescent or bulb illuminated. 


YOU, who read this, are numbered among 


the smartest, most aggressive men in the 


merchandising field. You know the value of 


good point-of-sale advertising as well as good 


national advertising. 


You also know the value of doing busi- 


ness with a company large enough to handle 


your order yet careful enough to follow 


of-sale “‘eye stoppers” 


through on every detail. 


Here are just a few of the many point- 


we have made. May 


we submit ideas or sketches without oliga- 


tion to you? Write, wire or telephone—today. 
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|perhaps the confusion to end all 

et ye — — E wil. Wilson confusions. In the fourth 
. > * “> | paragraph from the top of your 

son, president of General Electric, "second column, Charles E. Wilson, 
Charles E. Wilson, president of | president of General Motors, is 


General Motors, and Charles E. | credited with $303,990 (plus $129,- 
Wilson, vice-president of Wor- | 725 from General Electric). 


thington Pump & Machinery Cor-| [ don’t expect to ever untangle 
poration, get some amusement this one, but I thought you would 
but occasional difficulties (to like to know about it. 

which I suspect they are becoming | RoBeErT S. PEARE, 
accustomed) over the confusion in| Vice-President, General Elec- 


the names on the part of the pub-| tric Company, Schenectady, 
lic and occasionally on the part WN. Y. 
of the newspapers and magazines. | * = 9 


For a time we tried to call the| 

attention of the publications to Furned Thumbs Down 

errors that they had made, but On ‘Record’ Contest 

finally accepted it as inevitable! To the Editor: In connection 

and let it go at that. with the letter from David Shul- 
However, now comes ADVERTIS- man and your comment published 

ING AGE, in its issue of Sept. 1,| on Page 68 of your Sept. 8 issue, 

1947, Page 40, with a new one and/|it occurs to me that you may be 


This department is a reader’s forum. Letters are welcome. 


interested in knowing that we re- | 
fuse this type of advertising—and 
have recently turned down this 
particular advertisement. My let- 
ter of Aug. 25 to an eastern 
Canada agency reads as follows: | 

“Re: The Catholic Record | 

“With reference to your wires 
of Aug. 18 and 22 and your inser- | 
tion order of Aug. 19, much to our | 
regret, we have to inform you that | 
some time ago it was decided not | 
to accept contest advertising of | 
this nature. 

“Under the circumstances, we | 
have no choice but to return your | 
order herewith and the mat under | 
separate cover. 

“This, of course, is no reflection | 
on the publication (the Catholic | 
Record) but is a rule that is being | 


|applied to all advertising of this | 
| nature. 


It is not considered par-_| 


Farmers get SUNDAY OALAHOMAN 


ticle, 


Advertising Age, September 29, 1947 


| ticularly desirable for a publica- | disorganized 


tion to accept advertising of this 
kind since there are invariably a 
sizable number of disappointed 
contestants who do not win prizes 
which, therefore, reacts to some 
extent against the publication in 
which the advertising appears. 

“We trust you and your client 
will understand as well as the fact 
that it naturally goes against the 
grain for a publisher to have to 
turn down advertising that is of- 
fered.” 

It is interesting to note that Mr. 
Shulman in his letter refers to the 
fact that “You fail to consider the 
consistent winners who certainly 
must have better chances than the 
average contestant.” 

K. D. Ewart, 

Advertising Manager, The 

Country Guide, Winnipeg, 

Can. 

vvwy 


Wants Nielsen Study 
for Salesmen’s Use 

To the Editor: In the Aug. 11 
issue of ADVERTISING AGE the ar- 
“Nielsen Proves National 
Brands Turn Over Faster,” is of 
interest to us for use as a sales 
aid for our directory advertising 
salesmen. 

We would like to obtain 35 re- 


‘productions of this article and we 


Before ten o’clock on the morning of .August. . 
3, one hundred and fifty-five Western Oklahoma 
farmers heard the roar of a motor: overhead and 
saw the Sunday edition” gf the Daily Oklahoman 
dropped right into their front yards from a yellow 
Cub. This marked the first time in the state, 
probably the first time anywhere, that farmhouse 
to farmhouse delivery of a newspaper had been 
accomplished by plane. A ten to twelve-hour job 
by automobile (when roads are dry) was com- 
pleted in two hours, and as one subscriber put it, 


‘We don’t even have to walk to the mailbox. 


® The paid circulation of The Sunday 
Oklahoman reached an all-time high of 
211,487 on May 4, 1947! 


This is just like the service in town.” This is another 
step in the Oklahoman and Times program for 


_speeded-up newspaper delivery . . . a service that 
will be expanded as rapidly as possible to all farm 
homes now receiving rural delivery. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


_] 


THE OKLAHOMA PUBLISHING COMPANY: 


THE FARMER-STOCKMAN—WEYT, 


Riz, DENVER AND WEEE, 


Kop resented ty 


OKLAHOMA CITY—KVOR, 


the Raty Agency, Ancorporated 


COLORADO SPRINGS 


PEORIA AFFILIATED 16 MANAGEMENT 


are wondering if you have these 
reproductions available for for- 
warding to us. If you haven’t, we 
would appreciate your giving us 
| permission to have the article re- 
/produced for our use. We would 
_also appreciate receiving an extra 
copy of the Aug. 11 issue of Ap- 
VERTISING AGE. 
. C. E. WHITNEY, 

Directory Sales Manager, 

Northwestern Bell Telephone 

Company, Minneapolis. 


| Y > 2 


Follows Through 
for Creative Man 

To the Editor: I read with in- 
terest the Creative Man’s com- 
ments concerning Del-Rich vs. 
| Bates ads in your Sept. 1 issue. 

Very sound stuff, although I 
wish he had had the courage to 
follow through with his punch. 
Why, for instance, didn’t he say 
that the basic wrong with the 
Bates ad is that it wasn’t prop- 
erly designed, particularly since 
we know that design, as applied 
to graphic arts technique, is ‘an 
organization of ideas.” 

It is quite obvious that the 
|Bates ad is much too busy and 


looking to be of 
value. Advertisers would be much 
smarter if they kept away from 
these “refugee” layout techniques 
and stuck to the simpler and by 
far more effective treatment sug- 
gested in the Del-Rich advertise- 
ment. 

The Bates ad is a perfectly gor- 
geous example of disorganization 
at its best and proves conclusively 
that dynamic equilibrium can be 
accomplished in two dimensions. 
ABRIL LAMARQUE, 

Washington, D. C. 


, VF 


‘Buried’ Ad a Reality 


To the Editor: You’ve often 
heard about ads being buried in 
newspapers, but you seldom see 
one which is so effectively en- 
tombed that a tombstone is placed 


COFFEE, 
j 


ae 


on top of it. 

Yet that’s what happened to the 
attached ad of our client, KO-WE- 
BA coffee, in the Courier-Times, 
New Castle, Ind., July 24—believe 
it or not! 

Maurice G. Lipson, 

Maurice G. Lipson, Advertis- 

ing, Indianapolis. 

vi FT 


Wants to Use Cartoon 


To the Editor: We wish to ask 
permission of you to reprint the 
cartoon which appeared in the 
Sept. 8 issue of ADVERTISING AGE 
on Page 12 in our small house 
organ published monthly. 

We would appreciate your kind- 
ness... 


Howarp J. SILBAR, 
Advertising Manager, R. C. 
Allen Business Machines, Inc., 


Grand Rapids, Mich. 


oF o ' 
812 W. Van Buren St. @ HAYmarket 1000 @ Chicago /7, Illl. 
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Asks Inquiry on 
Mail Use by Tax 
Equality Group 


SEATTLE—A _ request that the 
Post Office Department investi- 
gate the National Tax Equality 
Association, Chicago, and its cam- 
paign to raise money through the 
mails to bring cooperatives under 
federal corporation income tax 
laws, has been made by Rep. 
Wright Patman (D., Tex.). 

Patman, a member of the House 
small business committee, made 
public at the Seattle hearing of 
the committee a letter he wrote 
Aug. 20 to James J. Doran, chief 
inspector of the Post Office De- 
partment. The letter was read ai 
the hearing but Committee Chair- 
man Rep. Walter Ploeser (R., Mo.) 
declined at that time to make it 
a part of the record. 

In his letter, Patman said the 
association “has raised hundreds 
of thousands of dollars, and pos- 
sibly millions of dollars, through 
the use of the mails, and much of 
it was paid to the association by 
reason of false representations. . .” 


Charges False Propaganda 


Patman charged that the asso- 
ciation propagandized small mer- 
chants and independent business 
men which led them to believe 
that co-ops did not pay taxes, and 
which urged them to contribute 
money to be used by the associa- 
tion in effecting a co-op tax law. 

“As evidence of the type of false 
propaganda put out by this asso- 
ciation,” he said, “I refer you to 
their own bulletins which are 
regularly issued and which use 
such phrases as ‘tax-dodging co- 
ops’ and ‘private business will soon 
be destroyed by tax-exempt co- 
operatives’ and ‘you pay taxes 
while your competitor, the co-op, 
is exempt from taxes.’ ” 

Patman urged that the depart- 
ment make a full investigation to 
determine to what extent “the 
mails are being used for this 
fraudulent purpose and to take 
such action as the facts and the 
law may justify.” 


Dress-of-Month 
Club to Start 
National Drive 


Cuicaco—B orrowing a leaf 
from the book clubs, Louis Cohen, 
retail clothier here, has formed 
Dress-of-the-Month Club, . Inc., 
which will launch a national cam- 
paign in newspapers next month. 

The drive will start with 
spreads in the new Chicago Sun- 
Times, New York Daily News and 
New York Mirror, with papers in 
other cities to be added later. 

Dress - of - the - Month members | 
will pledge to buy at least four 
dresses a year through the club. 
Each will get a dividend blouse, 
smock, jacket or dress for every 
four dresses bought. An as-yet 


unnamed fashion board each | 
month will select three outstand- | 
ing dresses submitted by designers | 
and manufacturers. 

Besides offering three designs a | 
month to members, the club will 
publish a monthly fashion maga- 
zine’ in which a large number of 
styles will be cataloged and offered | 
as alternate choices. 

Mr. Cohen indicated that the 
club, through mass buying and 
low-cost distribution, will offer 
“tremendous savings” to members. 
Prices will range from $5.95 to 
$12.95. 

Mr. Cohen is head of petengascce 
Credit Clothing store here and 
operates National Clothing Com- | 
pany, mail order dress house. The | 
club plans were conceived by Mr. 
Cohen and Milt Mendelsohn of 
Lieber Advertising Company, 
which handles the account. 


NATIONAL BTLST COMPANY 


OCTOBER POSTER FOR NABISCO—National Biscuit Co., New York, will 
supply full-color reprints of this October outdoor poster for grocers’ store 
displays and windows. 


ARF Appoints 3 


The Advertising Research 
Foundation, New York, has ap- 
pointed the following new mem- 
bers to the nine-man administra- 
tive committee of the Continuing 
Study of Farm Publications: Fred 
Barrett, Batten, Barton, Durstine 
& Osborn, New York; Earl C. 
Edgar, advertising manager, De 


‘Dallas Market’ to Bow 


The Dallas Market, new quar- 
terly publication of the Dallas 
Manufacturers and Wholesalers 


Association, will appear the end) 
of this month. The first issue, con-|to the president of Willys-Over- 
land Motors, 
named director of public relations, 
succeeding Robert R. Thien, who | 
| has been retained as a consultant. | 
Mr. Bowker will also continue as | 


taining 78 pages, will have a con- 
trolled circulation of about 11,500, 
going to merchants in eight south- 


western states. About half the first 


issue will be advertising, with a 


S. Henson is editor and Mark Han- 
non, business manager. 


Bowker Named PR Head 


Benjamin C. Bowker, assistant | 


Toledo, 


has been 


basic page rate of $150. William assistant to the president. 


Laval Separator Company, New 
York; and Wesley I. Nunn, adver- 
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|tising manager, 
|Company (Indiana), Chicago. 


Greer Names Chirurg 


James Thomas Chirurg Com- 
pany, Boston, has been appointed 
to handle the advertising of J. W. 
Greer Company, Cambridge, Mass., 
manufacturer of confectionery and 
baking machinery, wire conveyor 
belting and multitier conveyors 
for industrial applications. 
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Brand Names 
Plans New ‘Grass 
Roots’ Survey 


GREENFIELD, Mass. — What, ex- 
actly, is the customer reaction to 
brand names? 

This long-standing question is 
due to be answered here in Oc- 


ec : 
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jtober when the Brand Names| 
| Foundation, New York, conducts | 
_a 30-day “Greenfield experiment” 
in an effort to determine just what 
the consumer reaction is. 

This “grass roots” survey is the 
first of its kind to be held in the 
country. Local merchants, through 
the Chamber of Commerce, are 
planning to participate. Special 
events slated to accompany the 
extensive test include a style show, 
old-fashioned Saturday night store 
openings, block dances, and a win- 
dow display and advertising con- 
test with the Channing L. Bete 
Company, Greenfield agency, act- 
ing as judge. 
| Tentative plans, according to 
| David W. Bartlett, retail trade di- 
vision of the chamber, also call 
'for extensive special advertising 
|designed to impress well-known 
| brand names on customers, as well 
|as to emphasize the value of deal- 
ing in merchandise so labeled. 
| 


Sponsors Lombardo 

First National Stores, Somer- 
ville, Mass., has signed a 52-week 
contract to sponsor the Guv Lom- 
bardo show over a New England 
network of the American Broad- 
casting Company on Thursdays, 
9:30 p.m., EST, starting Oct. 2. 
The agency is John C. Dowd, Inc., 
Boston. 


Farmers in North Dakota will collect more 


money for their 1947 wheat crop than they 


did from wheat for the entire 10 years from 


1930 to 1940. 


178,255,000 - 


$400,000,000 


North Dakota's Leading Newspaper 
Read by More Than 45,000 Families 
Daily and Sunday 


THE FARGO FORUM 


Representatives, 
Kelly-Smith Company. 


FARGO, NORTH DAKOTA Members: Audit Bureau 
Affiliated with Radio Station WDAY. 


of Circulations, North- 
west Daily Press. Assn. 


BNF Begins New 


Department Store 
Brand Promotion 


NEw York—The Brand Names 
Foundation has announced a new 
drive on department stores to 
speed cooperation with its brand 
name support campaign. 

For the past two years, BNF 
has been lining up manufacturers, 
agencies and media. It now is 
turning toward department stores. 
An initial mailing of 2,000 kits, 
called “Plus Profit Power,’ went 
to department store and specialty 
shop owners and managers. The 
kit stresses the experience of Lit 
Bros., Philadelphia department 
store, in brand names promotion 
—particularly its sales test with 
Simmons mattresses (AA, April 
ZL). 

BNF will have a retailer com- 
mittee set up to supervise promo- 
tion of brand name merchandise, 
the chairman of which is Samuel 
J. Cohen, sales manager of Lit 
Bros. The other members are not 
yet certain. 


‘Learned Through Experience’ 


Mr. Cohen believes that depart- 
ment stores will swing to brand 
promotion. “Stores, which had 
been indefinite in their prewar 
policies, learned through expe- 
rience the many sound reasons for 
advertising a forthright brand pol- 
icy,” he said. 

“Plus Profit Power” says na- 
tional brands will help a store be- 
cause: lower sales cost will re- 
sult from lesser selling time made 
certain by national advertising; 
faster turnover will result because 
national brands will outsell ‘un- 
knowns”; fewer markdowns will 
be necessary; fewer adjustments 
result because manufacturers as- 
sume responsibility to customers; 
value resulting from production 
economies are made possible by 
larger production to meet the de- 
mand created by brand name dis- 
tribution; and confidence generated 
by brands extends to the store. 


Six Steps Listed 


Mr. Cohen said the program 
outlined in “Plus Profit Power” is 
fundamental for store cooperation. 
Its steps: 

1. A meeting of executives to 
determine scope of brand name 
policy campaign; 

2. Appointing one man to spear- 
head the drive; 

3. Calling a meeting of adver- 
tising, display and merchandising 


heads to coordinate various ideas 


YOU CAN BUY OVER A MILLION 


My 7X PROSPECTS FOR 36% LESS 
eE 


MAGAZINE 
Eagle 
Elks . 


Legion 


Foreign Service 


The Eagle ‘Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
8.24 7.84 


Advertising Age, September 29, 1947 


involved; 

4. Sending a bulletin to em- 
ployes briefing them on the advan- 
tages of brand name selling; 

5. Preparing a check list of na- 
tionally advertised brands in the 
store, checking current magazine 
ads against the list and mounting 
ads ‘in appropriate departments 
(in this connection Henry Abt, 
president of BNF, praised the 
work of Life in cooperating with 
retailers) ; 

6. Announcing the brand name 
policy to the public in all media 
the store uses. 

The kit shows 14 current cam- 
paigns in stores ranging in size 
from Lit Bros. to Gair’s of Red- 
lands, Cal. 

In invading the department 
store field, BNF is entering the 
area where brands meet principal 
competition from the stores them- 
selves. In announcing the drive 
for department store cooperation, 
BNF carefully skirted the grow- 
ing issue of department store pri- 
vate brand combines like Macy- 
May, Associated Merchandising 
Corporation and others. 


BRAND NAME THEORY 
SLAPPED BY STUPELL 

New YorK—Brand name psy- 
chology can lead to a ‘criminal 
neglect . . . pandering to the taste 
of an_ indiscriminate public,” 
Carole Stupell, noted designer 
and retailer of china and glass- 
ware, charges in the current is- 
sue of Crockery & Glass. 

The brand names system and 
the American system of free en- 
terprise don’t have much in com- 
mon, said Miss Stupell, and in 
“setting up a hierarchy of top 
flight, high advertising brand 
names, they are crushing the pos- 
sibility of new, creative endeavor 
—the small-scale manufacturer, 
the unknown designer—and with- 
out them American industry can- 
not grow. . . Concentrating on a 
limited number of brands will 
eventually destroy the small en- 
trepreneur, for how will he sur- 
vive without sufficient capital to 
promote and advertise his prod- 
ucts? He cannot possibly compete 
with the huge sums set aside by 
large corporations.” 


Assails Manufacturers 


Glass and crockery manufac- 
turers were assailed by Miss 
Stupell for “a parade of almost 
identical products, sporting the 
same famous brand names .. . 
sloppy design, easy-way-out solu- 
tions foisted on a public treated 
like a pleasant, but not over- 
bright child. I’ve seen merchan- 
dise that was branded, all right, 
but with the hall marks of con- 
vention.” 

Asserting that she believed in 
advertising and promotion, she at- 
tacked a mass production psychol- 
ogy which is threatened “with 
stagnation unless manufacturers 
open their minds to new ideas. . . 
(They) should show design ini- 
tiative as well as business enter- 
prise.” By turning out proven 
sellers year after year, they have 
an inheritance of “a poverty of 
new ideas. Their brand name tags 
have monotony, cowardice and a 
disdain for the buying public 
printed in letters large enough 
for all—including the consumer— 
to see! Are these brand name 
products worthy of our support? 
They are not.” 

Since the early 1930s Miss 
Stupell has been designing table 
settings, operating two retail 
shops in New York and Washing- 
ton, and conducting a mail order 
business. Her advertising is placed 
by Casmir Advertising Company, 
|New York. 


WCCC Appoints LeBrun 


Harry LeBrun, formerly man- 
ager of Station WMPS, Memphis, 
has been appointed general man- 
ager of WCCC, new station in 
Hartford, Conn. 


Promotes Special Offer 


A special combination offer of 
Fitch shampoo and rubber mas- 
sage brush is currently being ad- 
vertised in daily newspapers coast 
to coast in Canada by F. W. Fitch 
Company. The ads feature a spe- 
cial $1.19 value for 89 cents. The 
combination is also being pro- 
moted on the network radio show, 
“Rogue’s Gallery,” via CKEY, To- 
ronto, and CFCF, Montreal. Cana- 
dian advertising for Fitch is 
directed by F. H. Hayhurst Com- 
pany, Toronto. 


Names Herbert Taylor 


Herbert B. Taylor, formerly 
sales and advertising executive 
and director of Northwestern 
Yeast Company, Chicago, has 
joined Consolidated Royal Chem- 
ical Corporation, Chicago, as di- 
rector of sales and advertising. 


Gattin Names McInerney 


Vincent J. McInerney, formerly 
with Aldens, Inc., as assistant to 
the director of merchandise en- 
gineering, has been appointed di- 
rector of statistical research of 


Ben Gaffin & Associates, Chicago. 
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SUPER DRUG STORE—Looking more like an exclusive department store than a 
drug store, Rexall's newest store in California will serve as a testing ground for 


new sales and promotional ideas. 


Innovations will be tried and proved here 


before they are released to the some 10,000 Rexall druggists throughout the 
country. 


Rexall Dedicates 
Super Drug Store 
in Los Angeles 


Los ANGELES—Old “Doc” Evans, 
who runs the little corner drug 
store down on Main Street, prob- 
ably wouldn’t believe his eyes if 
he saw the new store that Rexall 
Drug Company dedicated here. 

A combination world headquar- 
ters office building and drug store, 
worth $3,000,000, the structure has 
a facade that looks more like a 
new southwestern college admin- 
istration building than a giant 
merchandising laboratory incor- 
porating 44 years of business ex- 
perience. 

“Doc” would probably stand 
rubbing his “specs” in utter dis- 
belief when he learned that 40 
physicians in the vicinity have di- 
rect telephone lines to the pre- 
scription department—or heard 
the public address system an- 
nounce to customers in other parts 
of the store that their prescrip- 
tions were ready. 

And he’d probably be surprised 
to find that the photographic de- 
partment sold news cameras, 
movie cameras, and 11 types of 
films as well as the usual film pro- 
cessing services. Photo experts 
behind the counter offer advice 
ranging from improving Aunt 
Ethel’s Brownie snaps to the rela- 
tive merits of color film emulsions. 


Cosmetics at the Entrance 


Completely departmentalized, 
Rexall’s super drug store offers a 
complete line of goods in each sec- 
tion, all displayed in stratosphere 
blue display cases, with script 
letters on the wall carrying Rexall 
product trade names. The loca- 
tion of each department is based 
on the results of many company 
surveys (the high-profit cosmetic 
section, in the form of a “Beauty 
Bowl,” is placed at the front en- 
trance, while tobaccos are found 
in the rear of the store). 

Aisles are lined with ‘“serve- 
yourself” merchandise islands to 
entice the customer as he walks 
past them to the clerk - manned 
sales counters. Eye-level depart- 
ment signs, easily visible from the 
main entrance, carry the section 
names in red letters on thin lucite 
bars. 

The stock room in the basement 
just below the store carries re- 
serve stock in the same location 
as the merchandise in the store 
above, so that stock clerks may 
quickly fill any order called down 
from the sales floor by an inter- 
communicatjon system. 


Drop Ceiling Supplies Lighting 


The entire lighting system in the 
store is designed to set off the 
Rexall color schemes and the 
Superex display fixtures. A drop 


ceiling running the entire length 
of the store provides a lighting 
cove for the continuous neon tubes 


which supply a soft, indirect glow. 
Spotlights also are placed in the 
cove to light each showcase. 

Upstairs, and throughout the 
remainder of the building, are lo- 
cated the company’s headquarters 
offices, recently moved by air from 
Boston. The ultramodern design 
includes four patios with a 400- 
seat employe cafeteria and loung- 
ing areas, with trees, shrubs and 
flowers to lend a semi-tropical at- 
mosphere. 

The entire plant layout, includ- 
ing a 300-car parking space, cov- 
ers well over three acres at the 
corner of Beverly and La Cienega 
Boulevards. 


Lentheric Names Otto 
Lentheric, Inc., New York, has 
appointed Robert Otto & Associ- 
ates, New York, to handle export 
advertising. A campaign featur- 
ing Lentheric perfumes, bouquets 
and men’s toiletries is being re- 
leased in Latin America, with 
four-color and black - and - white 
pages scheduled for magazines 
and 400 and 200-line insertions 
scheduled for newspapers. 


Appliance Firm Moves 


Specialties Appliance Corpora- 
tion, Chicago, has moved its fac- 
tory and general offices to 1220 W. 
Van Buren St. 


Appoints Lancaster 

John Huntington Lancaster, for- 
merly eastern editor of Flying 
Magazine, has been appointed 
public relations director of Stin- 
son division of Consolidated Vul- 
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tee Aircraft Corporation, Wayne, 
Mich. 


“Better Fruit is the 


" finest horticultural 
Goal, Fruit % publication offered 
today." 
5-IN-1 MAGAZINE J. M. Owen, 
Kiso" Waynesboro, Virginia 
Write for full story. 


1135 S. E SALMON ST. * PORTLAND 14, OREGOR 


Other Publication... oe 
FIRST in Advertising Volume {Z x10 Units! 
FIRST In Industry Preference (4-to-1. by actual survey) 


(CANDY [INDUSTR 


Gossow — Publisher & Editor «33 West 42nd $1., New York City 
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Tuis G. Washington newspaper campaign announces great 
news for coffee lovers -- a saving of up to six cents a day by 
using G. Washington Instant Coffee. And this coffee cam- 
paign is great news for other advertisers, too. Because tear- 


oes = 
—_ 

.°] 

am 


\ coffee lovers 


\ 
\ 
i 
J 
! 


/ 
/ 
4 
4 


Reilly Electrotype Company 
305 East 45th Street, New York 17, N. Y. 


Mail me a sample Plastictype, and tear- 


Have a representative call to give me 


- 
sheets prove that G. Washington’s use of Reilly PLAsticryPEs a 
results in cleaner, more uniform reproduction. P i 
Nineteen other leading food advertisers are already profit- if 
ing by this finer, lighter plate. So are seven famous auto- 7) 
mobile advertisers, eight top tobacco advertisers, sixteen big 4 
soap and drug advertisers — and hundreds of others. Remem- 4 C 
ber: every PLASTICTYPE retains the true fidelity of the orig- ( sheets. 
inal, and the saving on shipping costs averages 60%— ! 
making first class and airmail inexpensive. Mail the coupon ! C4 full details. 
today for free details. ' 
t Name 
° . \ 
Reilly Plastictypes \, ~~ 
\ Address. 
REILLY. ELECTROTYPE COMPANY % 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 ‘% 
s 


CHICAGO * DETROIT * INDIANAPOLIS - SAN FRANCISCO + LOS ANGELES 
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WHAT STUDIO DO THE BIG 
ADVERTISERS USE FOR 


ANO CUSHING, 
155 € 441 ST, 
NEW YORK 17 NY. 


_Names Peck Advertising 


Dr. Harris Eye Lotion & Eye 
Drops, New York, has appointed 
Peck Advertising Agency, New 
York, to handle forthcoming ad- 
vertising in business papers, news- 
papers, and direct mail. The 
product, recently repackaged, will 
| be introduced in drug, beauty and 
_ barber shops as well as continue 
sales through the M. H. Harris, 
‘Ine., optical chain. 


Watch....the “Battle of the Brands” 


- - - from these ten “battle-ground markets” where the real 


facts of retail progress are known to the “Intelligence Corps”. 


Yes, the “Battle of the Brands” is on in earnest, — with poorly- 
merchandised brands fast dropping by the wayside, — familiar 


brands back on grocery shelves, — and new brands establishing 


sales inroads! 


These changes challenge you to find out where you stand. Let 


us give you the facts on your competitive position, — whether 


you are introducing new brands or bringing back old familiar 


brands. 


Tailor-make your marketing plans to test your new promotion 
program — in one or several of these test markets. 


May we set up a research plant to fit your program? 


Burgoyne Cprocery sitolapills 


Dixie Terminal 


Cincinnati 2, Ohio 


WHITEHALL 


oe 


N IMPOSING group od successful advertising executives 
A and advertising agencies find this a lucky number. 
It enables them to use a service consisting of ad-setting, 
engraving, and printing—all under one roof . 
trained men are always on their toes to serve you so well 
that you will come back again. We can lighten your burdens 
—and at the same time produce better and’ ‘more profitable 
printing for you—at a saving | of time, trouble and money. 


we & 


. Specially 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING - PRINTING 
400 N. RUSH STREET, CHICAGO 11 - WHITEHALL 2300 


Code Revisions 
to Be Weighed 
by NAB Board 


(Continued from Page 1) 
and broadcast advertising depart- 
ments might assist in code inter- 
pretation, the problem of putting 
teeth into the code is a more com- 
plicated question. 

With the Justice Department 
suspicious of any industry code 
involving disciplining, NAB Presi- 
dent Justin Miller plans to “clear” 
the final program with FCC, Jus- 
tice Department and other gov- 
ernment agencies. 


Code Will Be Yardstick 


So far NAB has had nothing to 
say about code enforcement. Last 
week, however, it found itself 
with an unsolicited helper in the 
person of FCC Chairman Charles 
R. Denny Jr., who jolted the as- 
sociation’s Atlantic City conven- 
tion by letting it be known that 
FCC will probably use the code as 
a yardstick in measuring a sta- 
tion’s performance in the public 
interest. 

Putting his cards flat on the 
table, the FCC chairman said 
there could hardly be any better 
indication of a station’s perform- 
ance than its record measured 
against the industry’s own stand- 
ard. 

NAB, however, was reported to 
be looking for some more direct 
way of making code conformance 
count. One suggestion called for 
expulsion from the association of 
confirmed code infringers. 


Seal of Approval? 


A second plan getting consider- 
able attention at NAB calls for 
cooperative efforts with the Four 
A’s and ANA. Under this plan, 
NAB code stations would have a 
“Seal of Approval” on their rate 
cards. 

Advertisers and agencies would 
be asked to favor code stations in 
placing their business. 

So far, NAB has made no formal 
request for Four A’s or ANA as- 
sistance. However, the general 
problem of code enforcement was 
discussed in detail at a joint meet- 
ing of the NAB-Four A’s-ANA 


|boards in Atlantic City. 


The decision pinning down Feb. 
1 as the effective date for self 
regulation was reached at a meet- 


"iing of the freshly-elected NAB 


board immediately after the con- 
vention broke up. 


Decide to Act Quickly 


In formally adopting the code 
at that time, the board apparently 
went beyond the expressed plan 
of the convention, which had 
merely resolved “that every effort 
be made to develop a Standards 
of Practice which will be satis- 
factory to the industry and that 
this be done as expeditiously as 
possible.” 

New board members were de- 
termined, however, to move rap- 
idly toward a completion of the 
code writing, under way since the 
24th annual convention a year ago. 

Adoption of a code of self regu- 
lation was considered essential to 


\the NAB’s long-term legislative 


ambitions, which call for a new 
radio law depriving FCC of any 
say over programming or business 
doings of station operators. 

During five hours of sharp floor 
debate the code was repeatedly 
advanced as “something the in- 
dustry could talk about.” Pro- 
ponents agreed that NAB could 
not effectively fight for radio leg- 
islation in the next session of 
Congress unless a code of self 
regulation is on the books. 

In deference to independent sta- 
tion operators and others who 


claimed that the code distributed 


Advertising Age, September 29, 1947 


at Atlantic City “discriminated” 
against nofi-network stations, the 
board sent a formal request for 
members to submit comments by 
Nov. 1. 

On the convention floor, inde- 
pendents claimed that the NAB’s 
basis arrangement, allowing three 
minutes of commercial time in 
every 15 minute time segment, 
threatened their economic secur- 
ity. 


Independents Want Changes 


Independents pressed for tech- 
nical revisions which would en- 
able them to continue the use of 
one-minute spots between pro- 
grams without cutting into the 
commercial time allowance for the 
regular 15-minute program seg- 
ment. 

General board sentiment follow= 
ing the convention was that the 
industry had already gone too far 
publicly to back down very far on 
its commercial limitations. 

During the coming weeks, staff 
members will try to assist broad- 
casters who find the three-minute 
rule a handicap for participating 
shows. e 

Some exception from the gen- 
eral ban on double spotting may 
be considered for time signals, 
weather reports and similar “serv- 
ice” announcements. 

Staff members were particu- 
larly pleased with the conven- 
tion’s reception of the ban on 
“cowcatchers” and “hitchhikers.” 
It was generally agreed that these 
“evils” will disappear under the 
code. 


Discharge Committees 


While the code does not spe- 
cifically prevent announcements 
for second products during a pro- 
gram, any time consumed men- 
tioning them is counted against 
the total commercial allowance 
for the sponsor’s time period. 

With the formal adoption of the 
code, special code committees 
under Mutual Vice-President Rob- 
ert Swezey were “discharged.” 
Three board members, led by Mr. 
Fellows, were appointed to 
“screen” code revision suggestions. 

Mr. Fellows was formerly: a 
member of the commercial prac- 
tices subcommittee under Mr. 
Swezey. As assistants he had two 
fellow board members, both small 
station operators. They are John 
Meagher, KYSM, Mankato, Minn., 
and Willard Egolf, WBCC, Be- 
thesda, Md. 


NBC Uses Comics 
to Promote Radio 


with Small Fry 


New Yorx—utilizing one of the 
nation’s favorite formats — the 
comic strip—National Broadcast- 
ing Company has dished out an 
initial expenditure of approxi- 
mately $30,000 to tell the behind- 
the-scenes story of radio. 

With an eye to appealing to the 
small-fry listener, the network 
has designed a 16-page comic book 
which recounts the step by step 
operation in a _ coast-to-coast 
broadcast. Sam Glenkoff, well 
known cartoonist, was the artist 
for the project, which was han- 
dled under the supervision of 
William E. Webb, manager of 
NBC public service promotion. 

To facilitate distribution, NBC 
has scheduled a 16-page insert in 
Scholastic for October. The first 
printing of 1,250,000 cartoon books 
will be mailed directly to school 
superintendents, principals, fac- 
ulty advisers, librarians, and Eng- 
lish and social studies teachers. 

Later it will be made available 
at cost to NBC affiliates. It is ex- 
pected that an additional 1,000,000 
will be needed for this purpose. 


Gets New Account: 


Adds Landfield to Staff 

Smith, Bull & McCreery, Holly- 
wood, has been appointed West 
Coast advertising agency of the 
New York Times, which has insti- 
tuted delivery in Los Angeles and 
San Francisco via American Air- 
lines. 

Joseph N. Landfield, formerly 
head of Landfield & Burroughs 
Advertising Agency, has been ap- 
pointed merchandising director of 
the agency. 


BEGINNER'S LUCK ? 


Yo! Auy amateur can set 


FOTOTYPE 


All letters in each line are quickly as- 
_ sembled and automatically aligned in 
Special composing stick ready to paste 
to the finished art. Ideal for heads .. . 
Available in transparent or opaque 
letters. This ad set with Fototype in just 
25 minutes! WRITE FOR FREE CATALOG. 


y 
2 c¢ wf Cc 4 Gc ce] 
—o 


1415 ROSCOE ST., CHICAGO 13 


24 pu.book 
tells how 

National 

Advertisers 


LOCALIZE 


for selling 


ACTION | 


Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 
with Brand Identification Signs. 


TREATY en and Fluorescent Signs..-in 
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MARKETERS OPEN SEASON—The New England chapter, American Marketin 

Association, heard Frank Mansfield of Sylvania Products (second from right} 
talk on “setting sales potentials" at the season's first meeting in Boston. The 
others at the speakers’ table are, from left, Roswell G. Eldridge, H. P. Hood & 
Sons, Boston; Bernard Gould, Gillette Safety Razor Co., Boston, president of 
the chapter, and George G. Phair, W. F. Schrafft & Sons Co., Charlestown, 


Mass. 


Fair Trade Drug 
Prices Rise 1.39% 
in 8-Year Period 


New YorK—To entrench the 
claim that the drug _ industry 
“stands alone” in resisting infla- 
tionary price spirals, the National 
Association of Wholesale Drug- 
gists reports that retail prices of 
7,334 fair traded drugs, vitamins, 
cosmetics, toiletries and miscel- 
laneous drug items rose, on the 
average, only 1.39% between 1939 
and 1947. 

The studies showed that at least 
4,377 items, produced by 250 
manufacturers, distributed by 
wholesale druggists and sold in 
retail drug stores, have remained 
unchanged in price since 1939, 
said Dr. E. L. Newcomb, execu- 
tive vice-president. 

He cited long-range price re- 
ductions in basic drugs—80% on 
penicillin, 65% on insulin, 15% on 
streptomycin, and 68% on sulpha- 
thiazole tablets. 

The National Association of 
Chain Drug Stores has found that 
among cosmetics, 1,213 items out 
of 1,814 showed no change in price 
in the eight-year period, 61 de- 
creased and 540 increased. Of 541 
toiletries, 356 were unchanged, 22 
down in price and 163 up. Among 
225 “miscellaneous” items—which 
included cleansing tissues, sani- 
tary napkins, rubber goods and 
hospital supplies—4l1 were un- 
changed, five were lower and 179 
higher in price. 

On the basis of a weighting fac- 
tor worked out after study of 
sales of 84 retail drug stores, the 
actual price increase on drugs, cos- 
metics, toiletries and sundries 
amounted to 3.12% in the eight- 
year period, said F. J. Griffiths, 
president of the chain association. 
This increase, the drug people 
show, contrasts with a food in- 
crease of 103.7%, wearing apparel 
increase of 85.1%, and a house 
furnishings increase of 81.5%. 


Bureau Sales Group 
Adds Six Members 


Six members have been named | 


to the sales committee of the Bu- 
reau of Advertising, ANPA: 
James B. Jones, Scripps-Howard 
Newspapers, Detroit; Sam _ R. 
Bloom, Dallas Times - Herald; 
Walter Crocco, Kelly-Smith Com- 
pany, New York; George Hartford, 
Chicago Daily News; Warner R. 
Moore, Philadelphia Inquirer, and 

L. Fountain, Lancaster, Pa., 
Newspapers. 

George Grinham, St. Louis 
Globe-Democrat, chairman of the 
bureau’s retail committee, has 
joined the sales committee as an 
ex-officio member. Vernon 
Brooks, New York World-Tele- 
gram, is committee chairman. 


Gray Gets Defense Post 
Gordon Gray, publisher of the 
Winston-Salem Journal and owner 
of WSJS, Winston-Salem, has 
been appointed assistant Army 
Secretary in the new national de- 
fense setup, President Truman 
announced last Tuesday. Mr. Gray 
had entered the Army as a private 
in 1942, retiring as a captain. He 
Hie supervise congressional rela- 
ons. 


Gets Camera Account 


Jones Frankel Company, Chi- 
cago, has been named to direct the 
advertising of General Camera 
Company, Chicago. National 
magazines will be used to further 
the company’s trademarked “Pay- 
as-you-shoot plan” for purchasing 
photographic equipment by mail. 


Chicago Group 
Honored by ATS 


NEw YorK—The Electric As- 


|sociation of Chicago has received 


the American Television Society’s 
citation as the organization which 
has done most to advance the 
growth of television during the 
past year. 

Felix Van Cleef, president, re- 
ceived the award on behalf of the 
group which has been very active 
in an effort to get manufacturers 
to allocate more video sets to the 
Chicago area. 

Other award winners: Drama- 
tists Guild of New York, for mak- 
ing personnel and properties 
available to television; Jack R. 
Poppele, president of Television 
Broadcasters Association, as the 
individual who has done most to 
remove problems handicapping 
television’s development, and 
George Shupert, television sales 
manager for Paramount, and past 
president of the ATS, as the indi- 
vidual who has rendered the 


greatest personal service to the 
advaneement of the medium. 


Burnett Has Pie Mix 

In the Sept. 15 issue, Apvertis- 
ING AGE inadvertently credited 
McCann-Erickson with the Pills- 
bury pie mix account. Advertis- 
ing for the pie mix, now moving 
into the New York market, is di- 
rected by Leo Burnett Company, 
Chicago. 


431 S. Dearborn St., 


’ 
Chicago 5.1 linois 


FINE DETAIL 


_ FINE OFFSET LITHOGRAPHY 


THE VERITONE COMPANY 


57 W. GRAND AVE., 


° CHICAGO 10 
WHITEMALL 5957 


REPRESENTED NATIONALLY 
Chicago @ 


New York 
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LIKE A BRIDE AND GROOM 


VLA Z 
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The honeymoon isn’t over in Pittsburgh! It's just begin- 
ning if you route your advertising as you route your 
salesmen. It’s easy to do in the Post-Gazette, the only 
Pittsburgh daily that will work effectively with your 


Philadelphia 


Boston 


Detroit @ San Francisco © 


REGAN & SCHMITT, 
Los Angeles ¢ 


salesmen in selling the million central city people—and 
then travel with them to help.sell the two million more 
who live in the neighboring 144 cities and towns. 


Concentiate tx Pritoburghd 


POST-GAZETTE 


BY MOLONEY, 


Seattle 


INC, 
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LAYOUTS [°175"" 


ADVERTISING MEN + ART 


° Over 100 Jdcas 


LETTERHEADS IN COLOR by National Designer 
MAiL $1.00 ONE DOLLAR TO 


FEDERAL PRINTING COMPANY 
345 Wall Street, Los Angeles 13, Calif. 


Plans Whisky Campaign 

Merchants Distilling Corpora- 
tion, Terre Haute, Ind., is launch- 
ing a fall campaign in newspapers, 
magazines and eutdoor posters to 
promote its line of whiskies and 
Speas apple brandy. Arbee 
Agency, Terre Haute, handles the 
account. 


N E W S ABOUT CHARLESTON 


SOUTH CAROLINA 


The Below Reproduced News 
Items Appeared in Charleston 
Papers Between August 5 
and September 5, 1947: 


In value of Retail Sales both Charleston 
City and Charleston County led all the 
cities and counties of South Carolina in 
1946, according to the Retail Sales Esti- 
mates in the Sales Management 1947 
Survey of Buying Power. And in the 
value of effective btrying income Charles- 
ton city was ranked first and Charleston 
County second in the entire state. 


New Shipping Lines to Call 


4 New Shipping services to South and 
East African ports — as well as Far 
Eastern areas will be given Charleston 
with the addition of two lines to those 
already calling here. 


The Palmetto Shipping n 
local agents for the lines, said the 
Clan Line and the Silver Line would 
make calls at .Charleston this month. 
The two lines are British interests. 


Also it is announctd that the Pan- 
Atlantic Steamship Corp. has com- 
menced weekly coastwise service from 
New York via Philadelphia to 
Charleston. 


company, 


Census Bureau Gives 
Port Trade Growth 


Washington, D. C. (Special) — The 
bureau of the census reported this 
week that shipping from the port of 
Charleston had increased over 10 mil- 
lion pounds from March to April. 


Shipments for March this year were 
241.8 million pounds, and in April 
were 252.5 million pounds. e 
monthly average during 1946 had been 
242.1 million pounds. 


KEEP YOUR EYES 


AND REMEMBER THAT THESE NEWSPAPERS 
COVER THIS BUSY CITY, COUNTY AND AREA MARKET 


CIRCULATION: Up from 44,041 in 1941 to 74,341 December 1946- 
MILLINE RATE: Only 2.47, lowest in S. C.; less than national average. 


- Charleston Retail Sales Increased 
Through July 1947 


Washington, D. C. (Special) — The 
department of commerce reported to- 
day that retail sales in most south- 
eastern areas decreased in July com- 
pared with June, but that for the first 
seven months of 1947 they were up 
sharply from 1946. 


For the first seven months of 1947, 
the following increase was registered: 
Charleston, 16 per cent. 


City Tax Income 
Exceeds Expenses 


City of Charleston tax income ex- 
ceeded expenses by $309,304.58 during 
1946, according to an audit by Wil- 
liam F,. Muckenfuss and associates. 


Revenues totaled $2,196,515.76 as 
compared to $2,045,864.85 last year. 
Expenses amounted to $1,887,211.18, 
compared to $1,715,604.02 in 1945. 


ON CHARLESTON! 


THE CHARLESTON EVENING POST 


Nr 


gai Che patel Courter 
- CHARLESTON, SOUTH CAROLINA i ' 


REPRESENTED BY 


THE JOHN BUDD CO, 


--A SPECIALIZED GROUP 
THOROUGHLY TRAINED IN 
DEALER-CONSUMER PSYCHOLOGY 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 


PRODUCTION C 


RAFTSMANSHIP 


--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


LTHOGRAPHED DISPYS 


re 


WERCHANDISING KNOWLEDGE © CREATIVE ABIL 


» PRODUCTION 
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Advertising in the Test Stage 


Sigma Tests New 
Breath-Killer 
in Hartford © 


New York—Sigma Products 
Corporation, organized six months 
ago, last week started a test cam- 
paign for its new Breath-o-lator 
in Hartford, using newspapers and 
spot radio. 

Breath-o-lator is a device for 
removing bad breath; it employs 
the vapor of neutragen, and the 
vapor is drawn into the mouth 
from an inhalator. 

Plans call for 200-line copy in 
the Courant and Times, with a 
total of 6,000 lines in a six-week 
period, after which the product 
will be promoted nationally. It is 
sold in department, drug and cigar 
stores. 

Breath-o-lator was developed 
by Bing Crosby’s Research Foun- 
dation. The officers of Sigma Prod- 
ucts include Jess W. Sweetser, 
noted golfer and brother of Ted 
Sweetser (onetime president of 
the agency now handling the ac- 
count, Byrne, Harrington & Rob- 
erts), now vice-president and ad- 
vertising director of Esquire; 
Dudley P. Felt, formerly execu- 
tive vice-president of Yardley, 
Inc., and Howard M. Fillebrown, 
veteran New York agency man. 


TOOTHPASTE EJECTOR 
MAKES BOW IN HARTFORD 


HARTFORD, CONN. — Consumers 
are being introduced to the new 
D’Arche automatic toothpaste 
ejector here via newspaper copy 
proclaiming another “first” for 
Stoughton chain drug stores. 

Inventor of the device, Oswald 
E. D’Arche of West Hartford, has 
been working on the ejector for 
about two years. Test samples 
have been in use in Hartford homes 
for the past six months, and the 


actin: Ret fe Bre: RS 
RAS Ae Sethe CDS BR: 


company, D’Arche Automatic 
Tooth Paste Company, is aiming 
at an output of more than 5,000 
ejectors a week. 

The units, to be manufactured 
in several colors to match bath- 
room color schemes, are fastened 
to the wall by means of a special 
;}adhesive fluid. Toothpaste is dis- 
|pensed from a plastic container 
which is'- replaceable when 
|emptied. The user presses his 
|toothbrush against a trigger and 
the automatic mechanism deposits 
about three-fourths of an inch of 
| paste upon it. 
| The Stoughton chain is featur- 
ing the toothpaste ejector in ad- 
vertisements in local dailies, offer- 
|ing the device for $2.89 complete 
with toothpaste cartridge. Refills 
| for the ejector sell at 43 cents. 


LIKE A oi? 
God cs 
ENJOY A STEAK SMOTHERED IN sion 


HERE'S GOOD NEWS FOR YOU 
Just Bip open your BREATH-O-LATOR, 


? 


YOUR BUSINESS FRIEND 
BREATH-O-LATOR, a new 
scientific discovery, attacks 
breath odors at the source. Its 


SIGMA PRODUCTS CORPORATION 
41 East 420d Screet, New York 17,\New York 


BREATHLESS—This 200-line copy is 
being used by Sigma Products Corp. 
for the Breath-o-lator, a device for 
eliminating bad breath, in a newspaper 
and spot radio test in Hartford. Byrne, 
Harrington. & Roberts is the agency. 


Color Ads Back National 
Setup for Y&T Iron 


Yale & Towne Mfg. Company, 
New York, will launch a maga- 
zine consumer advertising pro- 
gram for the Tip Toe automatic 
electric iron, introduced this sum- 
mer, in a four-color page schedule 
in the Ladies’ Home Journal, be- 
ginning with the December issue. 
The advertising will coincide with 
full national distribution expected 
to be achieved this fall. In addi- 
tion, beginning with October is- 
sues, business papers will be 
scheduled, including Electrical 
Dealer, Electrical Merchandising 
and New England Appliance and 
Radio News, and when national 
distribution is accomplished others 
will be added, including Hard- 
ware Age, Hardware Retailer and 
Jeweler’s Circular-Keystone. 

Full-page newspaper advertis- 
ing will continue in cities where 
large-scale retail distribution out- 
lets are being opened for the 
Twin-soled electric iron. L. E. 
McGivena & Co., New York, is 
the agency. 


Benton Resigns 
State Dept. Job; 
to Aid UNESCO 


WASHINGTON — William Benton, 
who organized and defended the 
government’s peacetime overseas 
information operation during two 
stormy years, resigned Wednesday 
as Assistant Secretary of State. 

Congressional efforts to make 
Mr. Benton a “scapegoat” during 
the fight over funds for overseas 
radio broadcasts last spring re- 
sulted in a deadlock, holding up 
legislation which would put the 
information program on a perma- 
nent basis. At the time, Secretary 
George Marshall preferred to 
stand by Mr. Benton rather than 
appease Congress by forcing his 
resignation. 

Mr. Benton has agreed, at Sec- 
retary Marshall’s request, to con- 
tinue as a special consultant, as- 
sisting in the formation of the 
United Nations Educational, Scien- 
tific and Cultural Organization. 


Join New Four A’s Unit 


Stockton, West, Burkhart, Inc., 
and Strauchen & McKim Adver- 
tising, Cincinnati, have become 
affiliated with the newly-organized 
southern Ohio chapter of Ameri- 
can Association of Advertising 
Agencies. Chairman of the group, 
which includes agencies in Cin- 
cinnati, Dayton and Columbus, is 
Hugo Wagenseil, head of Hugo 
Wagenseil & Associates, Dayton. 


DON'T BE AFRAID to 
fill your catalog pages 
with sizes, weights, 


colors—-dealers want 

all information at their 

fingertips. 
DEALERS’ DIRECTORY 
ISSUE OF BUILDING 


SUPPLY NEWS 
“ (Closing October 1st) 


NOTICE... 
Space accepted until November 15th 
without proper listing guaranteed. 


OMAHA—LINCOLN—FREMONT 
Three “hometown” stations (the 
kind folks listen to) with a plus 
of a rich farm market now avail- 
able as a package network. One 
low rate to reach an area equal to 
57%, of the people, 64% of the 
buying pdwer of the entire state 
of Nebraska. Almost a_ Billion 
Dollar Market you can reach... 
for less with the Inland Group. 
Wire or write for immediate avail- 
abilities. 


BASIC “MUTUAL” 


SELL ABILLION 


S MARKET with 


WEED & COMPAN 


National 


0S MV/M Contour Com- 
puted from engineering 
deta furnished the com- 
mission by Inland Engi- 
neering Department & 
Commercial Radio 
Equipment Co. 


THE INLAND BROADCASTING 
COMPANY 


General Offices 
Saunders-Kennedy Bldg. 
Omaha 2, Nebraska 
Paul R. Fry, Vice President and 
General Manager 


Representatives 


ae 
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Biggest Campaign 


Planned for ‘48 
Ford Truck Line 


(Continued from Page 1) 
publications, outdoor posters, dis- 
plays, radio and direct mail. 

Other media will include a fea- 
ture-length motion picture; three 
sound slide films, one in color; a 
variety of charts; animated ex- 
hibits; sales manuals and techni- 
cal bulletins. 

Truck and fleet sales managers, 
Mr. Davis said, have been given a 
complete suggested program for 
holding pre-announcement meet- 
ings with dealers in their respec- 
tive territories. 

“The entire program is keyed to 
preparation of both wholesale and 
retail sales personnel for competi- 
tive selling conditions,” Mr. Davis 
added. “There is already con- 
clusive evidence in many places 
that the truck business is in a buy- 
er’s market.” 

He said no date has been set for 
a public unveiling of the 1948 
vehicles. 


KAISER-FRAZER PLANS 
NEW $2,301 SEDAN 

Detroit—Kaiser-Frazer Corpo- 
ration produced its 100,000th au- 
tomobile last week and marked 
the occasion with introduction of 
the Kaiser Custom, a _ luxury 
sedan. 

The sedan, fourth in the K-F 
line, will go into volume produc- 
tion immediately. 

Although details of the firm’s 
advertising schedule were not dis- 
closed, it was learned that Swaney, 
Drake & Bement, agency. handling 
the account, has already prepared 
an extensive newspaper campaign. 
A spokesman for the agency 
pointed out that the auto industry 
newcomer had increased its news- 
paper coverage from 250 to 1,000 
weeklies and dailies within the 
past three months. 


New Features Included 


The new sedan follows the style 
and design of the company’s other 
models—a low body with flowing 
lines. Special features will in- 
clude center arm rests in both 
front and rear seats, Airfoam 
cushion seats, white sidewalls, 
chrome rocker panel moulding and 
new signal installation. 

Mechanically, the car will be 
the same as the other models. The 
factory list price was quoted at 
$2,301. 

Co-founders Henry J. Kaiser, 
chairman of the board, and Joseph 
W. Frazer, president, congratu- 
lated workers at a ceremony at 
the Willow Run plant as the 
100,000th car came off the line. 

Since the first hand-made K-F 
car was completed May 31, 1946, 
the company has become the 
fourth largest producer of auto- 
mobiles in the industry. 


Joins Coal Institute 


T. A. Day, a veteran of 15 years 
in coal public relations and pro- 
motional activities, has joined the 
Bituminous Coal Institute, Wash- 
ington. For the past 2% years he 
has been with Bituminous Coal 
Research, Pittsburgh, handling 
public relations for a program 
supported by nearly 300 coal com- 
panies and associations, 15 rail- 
roads and _ several equipment 
manufacturers. His previous ex- 
perience includes service with Ap- 
palachian Coals, Inc., as publica- 
tions and advertising executive. 


Launches New Line 


L. F. Grammes & Sons, Inc., 
Allentown, Pa., is introducing the 
new line of Grammes Colorplate 
Etchware with ads in Gift & Art 
Buyer, supplemented by a direct 
mail campaign which includes a 
brochure illustrating the complete 
line. Point-of-sale counter signs 
and newspaper mats will also be 
used. The advertising is placed 
direct. 


IPI Launches 12th 
Annual Essay Contest 


“Printing and a Free Economy” 
is the subject of the 12th annual 
essay contest co-sponsored by In- 
ternational Printing Ink and Na- 
tional Graphic Arts Education As- 
sociation. The contest is open to 
any student 21 or under from any 
accredited high school. Students 
below the ninth grade are not 
eligible. 

The two best essays from each 
school entered in the contest must 
be sent to Fred J. Hartman, edu- 
cational director of National 
Graphic Arts Education Associa- 
tion, 412 National Savings and 
Trust building, 719 15th St., N. W., 
Washington 5, by midnight Dec. 
15, 1947. 


McCann-Erickson Shifts 


E. Walter Geckler has been pro- 
moted from media director to an 
account executive in the Minne- 
apolis office of McCann-Erickson. 
Katherine Fitzsimmons, office 
manager, has been named to suc- 
ceed Mr. Geckler, and Marian 
Carlson to succeed Miss Fitzsim- 
mons. 


WMPS Will Spend 
$46,000 Promoting 
Power, Dial Shift 


MeEmpuHis—Station WMPS here 
is spending nearly $50,000 in 30 
days time to tell listeners of its 
change in dial position. 

Harold Krelstein, vice-president 
and general manager of the ABC 
affiliate, said the station will spend 
$46,111 on the promotion, most of 
the sum to go into space in 75 
newspapers in cities near Mem- 
phis which WMPS will serve. The 
station’s wattage has been in- 
creased from 1,000 to 5,000 watts 
nighttime and 10,000 daytime, and 
it has moved from 1460 to 680 kc. 
on the dial. 

“Now 68 on Your Radio” will 
be promoted in full-page space in 
Memphis and nearby dailies, in 
car and window cards, outdoor 
novelty blotters and direct mail- 
ings. Trade publications will be 
used. In addition there will be a 
parade of 68 Ford autos, a Sears, 


Roebuck & Co. 68-cent sale, a $68 
fur store sale, and 68-cent lunch- 
eons by restaurants, promoting 
the dial change. 

WMPS will also begin publish- 
ing a new monthly, “WMPS List- 
ener,” which Mr. Krelstein be- 
lieves will have about a 25,000, 
50-cent paid circulation in this 
area, and which will accept ad- 
vertising. 

The station is owned by Plough, 
Inc., maker of St. Joseph’s aspirin 
and other pharmaceuticals. 


Appoints Dr. Ludwin 

Dr. Leonard Ludwin, formerly 
director of research in the depart- 
ment of international operations 
of McCann - Erickson, New York, 
has been appointed head of the 
Pacific Marketing & Research Bu- 
reau, an affiliate of Pacific Na- 
tional Advertising Agency, Seattle. 


Chicago Agency Moves 


McGiveran - Child Company, 
Chicago agency, has moved its 


offices to larger quarters at 162 N. 


Clinton St. 


Appoints Dively 

George S. Dively, vice-presi- 
dent and general manager of Har- 
ris-Seybold Company, Cleveland, 
has been elected president and 
general manager of the company, 


succeeding the late Alfred Stull 
Harris. 


Bec igh with visible light alte 7 
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47 Bast Lake Street ° 


The Memphis 
; PRESS-SCIMITAR 


Every calf in the Memphis 
Market is “born to the 
purple,” representing a 
royal $40,000,000 Live- 
stock Industry—part of the 
billion-dollar sales poten- 
tial offered advertisers 
through the two Memphis 
newspapers. 


The 
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Playhouse Names Agency 

The Playhouse, Albany, which 
will bring legitimate theater back 
to the New York state capitol, has 
appointed Nolan & Twichell Ad- 
vertising Agency, Albany, to han- 
dle forthcoming radio, car card, 
outdoor poster and newspaper 
campaigns in surrounding coun- 
ties. 


H,000 reavers montniy 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Football News 
Fills La Guardia’s 
Mutual Niche 


New YorK—The Mutual Broad- 
casting System will not attempt to 
find a commentator to replace the 
late F. H. La Guardia. 

For the time being at least, the 
spot formerly occupied by the fiery 


| | little ex-mayor will be devoted to 
a roundup of football news, with 
Johnny Bosman, MBS staffer, at 
f| the mike. 


Mr. La Guardia’s commentaries 
were offered aS a co-op show, but 
Mr. Bosman will ‘be carried sus- 
taining. For the past six or seven 
weeks, during Mr. La Guardia’s 
serious illness, a group of big name 
figures filled in for him on the 
Saturday 7:45 Pp. m. spot. 


4 to de Sauve-Pine 


De Sauve-Pine & Associates, 
Providence, R. I, has been ap- 
pointed to handle the advertising 
of Jacob Light, Inc., store fixtures; 
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LAUNCHED—Three execs who had a hand in the recent restyling of American 

Magazine appear happy about the manner in which an exhibit of the maga- 

zine's September issue has caught the public's fancy. Left to right are Editor 

Sumner Blossom, Publisher J. Barret Scarborough, and Art Director Richard 3 

Chenault. The public viewed miterial used in the restyled magazine at the 
Park Ave. studio of Barry Stephens. 


Suzanne Perfumes; B. F. Goodrich | stone Auto & Home Supply Store, 
Stores, automotive and allied sup-|all in Providence. All will use 
plies and equipment, and Fire-| radio. 


“Stage-Door Johnnies™ 


...- 1947 Version 


/he longest waiting line this nation has ever known is the line-up of folks 


waiting impatiently for shiny new cars rolling off production lines of Detroit’s huge auto plants. 


Hou long will it take for this waiting line to be served? Detroit's production experts 


say several years, even with steady full-time employment of over a million Detroit workers. 


That's what makes Detroit one of the nation’s most stable markets, with assured buying 


power through 


the years. ahead. 


70 tap this wealth, advertisers most logically use The Detroit News... with the largest week- 


day circulation of any Michigan newspaper . . 


greatest coverage in the greater-income group. It's 


little wonder that The News leads consistently 


in advertising lineage in Detroit. 


—_— 


. and with the 


Myers, Publisher 
of ‘Architectural 
Forum,’ Dies 


NEw York—Howard Myers, 52, 
for .23 years publisher and editor 
of Architectural Forum, died of a 
heart ailment Sept. 18 at his home 
here. 

Mr. Myers became vice-presi- 
dent of the magazine in 1919 and 
was made publisher six years 
later. Time, Inc. acquired it in 
1932, and Mr. Myers continued as 
publisher. 

After an initial year with Conde 
Nast Publications, Mr. Myers de- 
voted his entire business career to 
the building field. He was man- 
ager of the housing department of 
the National Lead Company from 
1915 to 1919. He also served as 
president from 1929 to 1930 of Na- 
tional Trade Journals, a corpora- 
tion that published a group of 
business papers, including Build- 
ing Age, Good Furniture, Heating 
& Ventilating, and Building Ma- 


‘terial Marketing. 


STEPHEN L. STETSON 

OraAnGE, N. J.—Stephen L. Stet- 
son, 62, president of Stephen L. 
Stetson Company, New York hat 
maker, died here in Memorial 
Hospital Tuesday following his 
collapse three days before while 
driving his automobile. 

Before founding his company 
in 1930, Mr. Stetson worked with 
his father, the late Henry L. Stet- 
son, in the No Name Hat Com- 
pany. His father founded the No 
Name Hat Company in Orange in 
1882, and chose the unique name 
to avoid conflict with the John B. 
Stetson Company, Philadelphia 
hat manufacturer. 

Stephen Stetson entered his 
father’s company after completing 
high school, and retired for four 
years after the No Name firm was 
sold in 1926. 


GUY WILLARD BOLTE 


GREENWICH, CONN.— Guy Wil- 
lard Bolte, 59, for 11 years with 
the United Newspapers Magazine 
Corporation, publisher of This 
Week Magazine, died Sept. 21 in 
Greenwich Hospital after a brief 
illness. Before joining This Week, 
Mr. Bolte had been national ad- 
vertising director of the Barron G. 
Collier Corporation, an executive 
of Hearst Publications, and adver- 
tising manager of Cheney Broth- 
ers, silk fabrics manufacturer. 


WILLIAM ETCHISON 

Cotumesia, S. C.— William P. 
Etchison, 70, advertising director 
of the Columbia Record and State, 
died here Sept. 18 after an illness 
of several weeks. A veteran of 35 
years in advertising, Mr. Etchison 
was a founder of the Carolinas 
Advertising Executives Associa- 
tion. 


ETTA COHN 

Cuicaco — Etta Cohn, for the 
past five years advertising man- 
ager of Dog World, died in Memo- 
rial Hospital here Sept. 19. 


GEORGE W. MASON 
Cuicaco — George W. Mason, 
head of the Chicago office of the 
old Omaha Bee from 1900 to 1923, 
died at his home here last Mon- 
day. It was his 76th birthday. 
Mr. Mason was a charter member 
of the Chicago Advertising Club. 


ALLEN F. RADER 

LakKE GeorcE, N. Y.— Allen F. 
Rader, 61, who retired in 1945 as 
eastern division sales manager of 
General Foods Corporation, died 
of a heart attack Sept. 23 at his 
summer home here. 


———— ere 
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-Luckman Heads 


U.S. Committee 
on Food Saving 


WASHINGTON — A citizens food 
committee headed by Charles 
Luckman, president of Lever Bros. 
Company, will meet here early 
next. week to map a vigorous new 
campaign to sell Americans on 
wasting less food. 

Named by President Truman 
Thursday as the only immediate 
way of getting emergency food to 
Europe, the committee will con- 
sider an intensive advertising and 
information program at:trade and 
consumer levels. 

Appointment of the dynamic 
young Lever executive pointed to 
a far more aggressive conservation 
drive than the government was 
able to organize last year. The 
committee of 26 leaders from in- 
dustry, labor, agriculture and con- 
sumer groups includes: 

Harry A. Bullis, president, Gen- 
eral Mills, Inc.; G. R. LeSauvage, 
National Restaurant Advisory 
Committee; John Logan, presi- 
dent, National Association of Food 
Chains; John Holmes, president, 
Swift & Co.; A. E. Staley Jr., 
A. E. Staley Mfg. Company; Paul 
S. Willis, president, Grocery Man- 
ufacturers of America; Harry W. 
Zinsmaster, chairman, American 
Baking Association; Eugene 
Meyer, publisher, Washington 
Post; Justin Miller, president, Na- 
tional Association of Broadcasters; 
James H. McGraw, president, Mc- 
Graw-Hill Publishing Company; 
T. S. Repplier, president, Adver- 
tising Council, and Chester Davis, 
president, Federal Reserve Bank 
of St. Louis. 

The President indicated that 
full responsibility for making food 
available for export rests for the 
present on the success of the 
Luckman committee, since ration- 
ing and other compulsory steps 
would have to be approved by 
Congress. ‘ 

The Luckman committee was 
reminded that Americans “can 
save on the family budget and 
help others at the same time” by 
reducing the waste of food. 


NY Legion Post Elects 


The Advertising Men’s Post, No. 
209, of the American Legion, New 
York, has nominated the follow- 
ing slate of officers for election at 
the annual meeting on Oct. 20: 
Commander, Maj. Donald B. Mac- 
Master, head of D. Blair MacMas- 
ter Company, public relations; 
vice-commanders, John Casey, of 
Ivy Lee & T. J. Ross, T. Roger 
Craig of American Legion Maga- 
zine, Ralph T. Jones of James 
Grey, Otto Kinzel of Union Car- 
bide & Carbon, and Brig.-Gen. 
John J. Mangan of the Fifth Ave. 
Coach Company; for adjutant, 
Jules Evens Jr., American Legion 
Magazine; for finance officer, Al- 
bert E. Hearn, Potter Press; for 
judge advocate, Joseph Quittner, 
lawyer; for historian, Chet Geesey, 
Stamp Magazine; for chaplain, 
Rev. Frank Peer Beal of Paddle 
Tennis Company, and for sergeant- 
at-arms, Glenn Lemons, who heads 
his own commercial business. 


‘New Republic’ 
to Change Format 


Effective with its Oct. 13 issue, 
New Republic, liberal magazine 
edited by Henry Wallace, will 
change its format to feature a new 
cover design, new typography and 
increased use of illustration, ac- 
cording to Michael Straight, pub- 
lisher. 

The paper will also include 
coated stock in some sections, pri- 
marily for advertisers’ use. New 
Republic is now guaranteeing 75,- 
000, and hopes to increase the 
guarantee to 100,000 early in 1948. 


Cline Leaves WCAR 


William R. Cline, who joined 
Station WCAR, Pontiac, Mich., as 
station manager on Sept. 8, has 
resigned. 


Last Minute News Flashes 


Schenley Distillers Advances MacDonald, Others 

; NEw YorK—H. E. MacDonald, vice-president in charge of adver- 
tising, merchandising and sales promotion of Schenley Distillers Cor- 
poration, has been made vice-president and assistant to Lewis S. 
Rosenstiel, chairman of the board. Marketing of all Schenley do- 
mestic whiskies has been placed under two divisions, with Dan Gold- 
stein advertising director and Arthur Guyer sales manager of 
Schenley Distributors, and Walter Greenlee advertising director and 


B. C. Ohlandt sales manager of Three Feathers Distributors. 


Frank 


Johnson will assist Mr. Goldstein and K. H. Seidel will work with 


Mr. Greenlee. 


G-E Starts Fall Series for Auto Lamps 


BRIDGEPORT, CONN.—General Electric Company will use a half page 
in the Oct. 4 issue of The Saturday Evening Post to introduce fall ad- 


vertising for G-E auto lamps. 


On the schedule are half pages in the 


Post Dec. 20 and Collier’s Oct. 11; full pages in the Post Nov. 22 and 
Collier’s Nov. 1, and pages in the October and December Popular 
Science Monthly and November and December Popular Mechanics. 
Batten, Barton, Durstine & Osborn, New York, is the agency. 


Starts Radio Drive for Borden Cheese 
NEw YorK—Borden’s cottage cheese will be plugged with station 
break and one-minute announcements starting next week over four 


San Francisco stations. The schedule is to be increased later. 


The 


campaign is handled by Young & Rubicam for the Pacific Cheese di- 


vision of the Borden Company. 


Beech-Nut Sponsors Freedom Train Ads 

New YorkK—Large newspaper advertisements carrying the full text 
of the Bil! of Rights and the Declaration of Independence are being 
run by Beech-Nut Packing Company in New York City, and other 
newspapers concurrent with the arrival of the Freedom Train in those 
areas. Newell-Emmett Company is the agency. 


Lorillard Drops ‘Truth Glasses’ Copy Theme 

NEw YorK—P. Lorillard Company, which has completed its tests in 
three upstate cities using a “truth glasses” copy theme (AA, Aug. 4), 
has shelved the theme, and will continue to use the “Treat Instead of 
a Treatment” slant in its advertising. Lennen & Mitchell has the 


account. 


Ewell & Thurber Gets Yellowstone Whisky Account 

LOUISVILLE — Ewell & Thurber Associates has been appointed to 
handle the account of Yellowstone, Inc., which plans to promote Yel- 
lowstone Kentucky straight bourbon, both bottled in bond and 90 


proof, via newspapers and outdoor. 


serve the account. 


The agency’s Toledo office will 


Word Game Contest Pushes Pillsbury’s Flour 

MINNEAPOLIS — Pillsbury Mills is launching a $32,900 word game 
contest to promote its all-purpose flour, Pillsbury’s Best, with $5,000 
cash as the first prize. Four-color ads in national magazines and farm 
publications, newspaper copy in key cities and Pillsbury’s “Grand 
Central Station” radio program will promote the contest. 


Sullivan, Stauffer 
Appointed Agency 


for Silver Dust 


New YorK—Sullivan, Stauffer, 
Colwell & Bayles has been ap- 
pointed by Lever Bros. Company 
to handle the reintroduction of 
Silver Dust, a granulated soap. 

Silver Dust was withdrawn 
from the market in 1942 because 
of shortage of materials. It had 
been a leading seller up to that 
point. Both it and Gold Dust were 
handled by Batten, Barton, Dur- 
stine & Osborn, which subse- 
quently resigned the accounts. 

Gold Dust is on the market, but 
is practically unadvertised and 
currently has no agency, John R. 
Gilman, vice-president in charge 
of advertising for Lever, told AA. 

No starting date has yet been 
set for the Silver Dust campaign, 
and no budget is definitely set, 
although it will probably be sub- 
stantial. Silver Dust will have a 
new formula and new package, 
and may be introduced with a 
“new and improved” theme. 


Production Men Meet 


The Production Men’s Club of 
New York will hold the first of its 
twice-monthly educational meet- 
ings Oct. 2 in the meeting room of 
the Old Brew House, 207 E. 54th 
St., with Charles Ziegler, of Con- 
solidated Production Service, 
scheduled to speak on “Plastics 
and where they fit into mechanical 
productions.” Non-members are 
invited, provided they are con- 
nected with a New York advertis- 
ing agency. 


Introduces New Pen 


Welsh Mfg. Company, Provi- 
dence, R. I., has launched a trade 
campaign to introduce the Welsh 
$2.50.” fountain pen retailing at 

50. 


Salad Bow! Gets 
First Promotion 


Cuicaco—P henix Pabst - Ett 
Company’s Salad Bowl salad 
dressing is getting its first adver- 
tising promotion. 

In 38 selected markets across 
the nation, 300 to 800-line news- 
paper ads made their first appear- 
ance Sept. 3 in a 10-week intro- 
ductory campaign. 

Although the product long has 
been marketed with the Pabst-Ett 
line of cheese foods, mayonnaise, 
French dressing and sandwich 
spread, the present drive marks 
the start of full-scale product ad- 
vertising. 

Copy boosts the “new and bet- 
ter recipe for this grand old favor- 
ite,” and the costlier ingredients 
which make it “smoother, more 
delicious than ever, and at an un- 
believably low price.” 

Needham, Louis & Brorby han- 
dles the account. 


CBS Discontinues 
Evening News Spot 


Columbia Broadcasting System’s 
nightly newscast from 8:55-9 is 
being discontinued by the net- 
work. The program has featured 
Bill Henry, sponsored by Johns- 
Manville Corporation through J. 
Walter Thompson Company, five 
days, and Ned Calmer for Luden’s, 
Inc., via J. M. Mathes, Inc., the 
rest of the week. 

The five minutes will be added 
to 8:30 p.m. sponsors’ time, and 
except for Saturdays and Sundays, 
will be absorbed by current ad- 
vertisers. 


Names Representative 


The Battle Creek Enquirer and 
News has appointed Sawyer, Fer- 
guson, Walker Company as gen- 
eral advertising representative, 
effective Oct. 1. 


HAIL DOSE BUMS—On Sept. 23. the 
morning after the Brooklyn Dodgers 
clinched the National Leegue pennant 
when the St. Louis Cardina’s lost te the 
Chicago Cubs. Abraham & Straus 
Brooklyn depart ent store, cromed the 
East River to run this challenge te the 
Yanks in genera! N w York City dailies. 


ITU's President 


Assails Denham 


INDIANAPOLIs — Woodruff Ran- 
dolph, president of the Interne- 
tional Typographical Union, said 
Wednesday that action taken by 


Robert N. Denham, general coun-_ 


sel of the National Labor Rela- 
tions Board, against ITU's Balti- 
more local “makes it abundantly 
clear how one-sided both the Taft- 
Hartley Act and his enforcements 
of it are.” 

He referred to Mr. Denham’'s 
complaint filed in Washington that 
the Baltimore unit is guilty of un- 
fair labor practice under the new 
law by refusing to bargain with 
the Graphic Arts League, repre- 
senting 22 printing houses. 

Mr. Randolph declared that the 
“Baltimore union did not break 
off negotiations and even today is 
available for further negotiations 
Denham’s office has been concen- 
trating on the ITU.” 

He pointed out that ITU heads 
were to meet later in the week 
here with representatives of the 
American Newspaper Publishers 
Association “to attempt through 
collective bargaining to adjust any 
outstanding differences.” 


McCann-E rickson 
Hails Neighbor 


New Yor«x--When one of its 
oldest clients, the Standard Ov 
Company of New Jersey, started 
to move into its. new building 
across the street, the communica- 
tions department of McCann- 
Erickson went into action. Cards 
in the agency’s windows, across 
5ist St. in the Associated Press 
building, spelled out 
Esso.” 

In moving into the 33-story 
building, which looks down on 
Rockefeller Plaza from the north, 
Standard undertook one of the 
biggest moving jobs on record 
More than 1,500 van loads will be 
moved, at night, from the seven 
buildings where Standard is now 
housed. The transfer will take 
several weeks, but no depa st 
will lose an hour of work—it will 
simply be moved overnight. 


Join Behel & Waldie 
Clarence Olson, formerly as- 
sociate art director of The Buchen 
Company, Chicago, has been 
named associate art director of 
Behel & Waldie & Briggs, Chicago 
agency. Robert D. Galloway, for- 
merly with Feldkamp & Malloy, 
Chicago, has joined the agency to 
— in layout and art produc- 
on. 
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- \ ae ll onal De gver 
FEDERAL PRINTING COMPANY 
245 Welk Srreet. Les Angeles 13. Colif. 


‘Plans Whisky Campaign 

Distilling Corpora- 
ition, Terre Haute, Ind., is launch- 
ing a fall campaign in newspapers, 
magazines and outdoor posters to 
|promote its line of whiskies and 


Merchants 


Speas apple brandy. Arbee 
Agency, Terre Haute, handles ine 
account. 
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‘Sigma Tests New 
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N E W “ ABOUT CHARLESTON 


SOUTH CAROLINA 


Phe Below Reproduced News 


Items Appeared in Charleston 


Papers Between August 


and September 5, 1947: 


In value of Retail Sales both Charleston 
City and Charleston County led all the 
cities and counties of South Carolina in 
1946, according to the Retail Sales Esti- 
mates in the Sales Management 1947 
Survey 
value of effective buying income Charles- 
ton city was ranked first and Charleston 
County second in the entire state. 


of Buying Power. And in the 


New Shipping Lines to Call 


New S ping services to South and 
: well as Far 
~ given Charleston 


Fastern areas will 
) { two lines to those 


’ company, 
gent for the lines. said the 
* ‘ ; ne would 
month 
Brrtish interests 


‘ ieston this 


i that the Par 
Lory has com 
“ere " wise service trom 
Philadelphia t 


Census Bureau Gives 
Pert Trade Growth 
“Wa gt Db ‘ Special) The 
reported this 
the port of 
nereased over 10 mil 
March to April 


wern that hipping trom 


for March this year were 


+e. : vands, and in April 
’ nillion pounds “he 


werage during 1946 had been 


Charleston Retail Sales Increased 
Through July 1947 


Washington, D. C. (Special) — The 
department of commerce reported to- 
day that retail sales in most south- 
eastern areas decreased in July com- 
pared with June, but that for the first 
seven months of 1947 they were up 
sharply from 1946. 


For the first seven months of 1947, 
the following increase was registered: 
Charleston, 16 per cent. 


City Tax Income 
Exceeds Expenses 


City of Charleston tax income ex 
ceeded expenses by $309,304.58 during 
1946, according to an audit by Wil- 
liam F. Muckenfuss and associates. 


Revenues totaled $2,196,515.76 as 
compared to $2,045,864.85 last year. 
Expenses amounted to $1,887,211.18, 
ompared to $1,715,604.02 in 1945. 


KEEP YOUR EYES ON CHARLESTON! 


AND REMEMBER THAT THESE NEWSPAPERS 
COVER THIS BUSY CITY, COUNTY AND AREA MARKET 


CIRCULATION: Up from 44,041 in 1941 to 74,341 December 1946- 
MILLINE RATE: Only 2.47, lowest in S. C.; less than national average. 


» CHARLESTON EVENING POST 


The News and Cou 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO, 


—-* ar . 
a 4 a AOS af ri 


-- A SPECIALIZED GROUP 
THOROUGHLY © (ED 
DEALER-CONSUMER PSYCHOLOGY 
- COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
TO PRODUC 


RAINED IN 


E DISPLAYS 
SELLING POWER 


'in Hartford 


| New York—Sigma Products 
| Corporation, organized six months 
| 880, last week started a test cam- 
|paign for its new Breath-o-lator 
|in Hartford, using newspapers and 
| spot radio. 

Breath-o-lator is a device for 
removing bad breath; it employs 
| the vapor of neutragen, and the 
|vapor is drawn into the mouth 
from an inhalator. 

Plans call for 200-line copy in 
the Courant and Times, with a 
total of 6,000 lines in a six-week 
period, after which the product 
| will be promoted nationally. It is 


| sold in department, drug and cigar 


| stores. 

| Breath-o-lator was developed 
| by Bing Crosby’s Research Foun- 
| dation. The officers of Sigma Prod- 
jucts include Jess W. Sweetser, 
noted golfer and brother of Ted 
Sweetser (onetime president of 
the agency now handling the ac- 
|count, Byrne, Harrington & Rob- 
|erts), now vice-president and ad- 
|vertising director of Esquire; 
| Dudley P. Felt, formerly execu- 
itive vice-president of Yardley, 
|Inc., and Howard M. Fillebrown, 
berets New York agency man. 


TOOTHPASTE EJECTOR 
‘MAKES BOW IN HARTFORD 


| Hartrorp, Conn. — Consumers 
|are being introduced to the new 
'D’Arche automatic toothpaste 
ejector here via newspaper copy 
|proclaiming another “first” for 


aa aa ‘State Dept. Job; 
Goce to Aid UNESCO 


| Ss . . ‘ . : 
ENJOY A STEAK SMOTHERED IN | WasHINGTON — William Benton 


x 
° 

Gpsons * |who organized and defended the 
ccc ccccccccccccccccccessceses | government's peacetime oversea 

rn | information operation during two 

hai Cadnen caus eneiiadamnin. stormy years, resigned Wednesday 

pe eee tert et op _as Assistant Secretary of Stat, 

| Congressional efforts to make 

| Mr. Benton a “scapegoat” during 
ithe fight over funds for overseas 
|radio broadcasts last spring re. 
|sulted in a deadlock, holding up 
| legislation which would put the 
| information program on a perma- 

;nent basis. At the time, Secretar 
- |George Marshall preferred { 
|stand by Mr. Benton rather than 
complere, Re6ll wafers 10¢ each, 3 for 254 | appease Congress by forcing his 
fess fete whetes cqaowe Geto” f | resignation. 
eer _ | Mr. Benton has agreed, at Sec- 

retary Marshall’s request, to con- 

|tinue as a special consultant, as- 

|sisting in the formation of the 

| United Nations Educational, Scien- 
tific and Cultural Organization. 


YOUR BUSINESS FRIEND 
BREATH-O-LATOR, a aew 
scientific discovery, attacks 
breath odors at the source. Its 
active agent — NEUTRAGEN — 
gets into your breath zone and 
neutralizes, cools, soothes and 
refreshes. There's positively 
nothing like it. Carry one in 
your pocket ... ALWAYS. 


EASY TO CARRY 


Sonali — fies pocket or handbag. Costs but $1.00 
complete te 


SIGMA PRODUCTS CORPORATION 

41 Bast 420d Sereet, New York 17, New York 
BREATHLESS—This 200-line copy is 
being used by Sigma Products Corp. 
for the Breath-o-lator, a device for 
eliminating bad breath, in a newspaper 
and spot radio test in Hartford. Byrne, 


Join New Four A’s Unit 
Stockton, West, Burkhart, Inc. 
and Strauchen & McKim Adver- 
Harrington & Roberts is the agency. | tising, Cincinnati, have become 
affiliated with the newly-organized 
. |southern Ohio chapter of Ameri- 
Color Ads Back National (can Association of Advertising 


Setup for Y&T Iron | Agencies. Chairman of the group, 


which includes agencies in Cin- 
Yale & Towne Mfg. Company,|cinnati, Dayton and Columbus, is 
New York, will launch a maga-| Hugo Wagenseil, head of Hug 
zine consumer advertising pro-| Wagenseil & Associates, Dayton. 
gram for the Tip Toe automatic | i 
electric iron, introduced this sum- | 
mer, in a four-color page schedule | 
in the Ladies’ Home Journal, be- 
ginning with the December issue. | _ 
The advertising will coincide with 4 
full national distribution expected | IVE . 
E AFRA 


to be achieved this fall. In addi- 
tion, beginning with October is- 


|Stoughton chain drug stores. 
' Inventor of the device, Oswald 


E. D’Arche of West Hartford, has | 


been working on the ejector for 
‘about two years. Test samples 
have been in use in Hartford homes 
for the past six months, and the 


F ANOTHER “FIRST FOR 
STOUGHTON DRUG STORES... 
. QUA ssrtomatic .. 


~» toothpaste ejector a 
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company, D’Arche Automatic 
Tooth Paste Company, is aiming 
at an output of more than 5,000 
ejectors a week. 

The units, to be manufactured 
in several colors to match bath- 
room color schemes, are fastened 


adhesive fluid. Toothpaste is dis- 
pensed from a plastic container 
which is’ replaceable when 
emptied. The user presses his 
toothbrush against a trigger and 
the automatic mechanism deposits 
about three-fourths of an inch of 
paste upon it. 

The Stoughton chain is featur- 
ing the toothpaste ejector in ad- 


with toothpaste cartridge. 
for the ejector sell at 43 cents. 


to the wall by means of a special | 


vertisements in local dailies, offer- 
ing the device for $2.89 complete | Ch ee. ghee ae ee 
Refills | ; - 


sues, business papers will be} 
|scheduled, including’ Electrical | 
Dealer, Electrical Merchandising | 
‘and New England Appliance and | 
|Radio News, and when national | 
| distribution is accomplished others 
|will be added, including Hard- 
|'ware Age, Hardware Retailer and 
Jeweler’s Circular-Keystone. 

Full-page newspaper advertis- 
|ing will continue in cities where 
| large-scale retail distribution out- | 
llets are being opened for the 
| Twin-soled electric iron. L. E. 
| McGivena & Co., New York, is! 
the agency. 


SELL A BILLION SS MARKET wit 


finge 
DEALERS’ 
_ ISSUE OF BU 


NOTICE... 
Space accepted until November 15th 
without proper listing guaranteed. 


. 


OMAHA—LINCOLN—FREMONT 
Three “hometown” stations (the 
kind folks listen to) with a plus 
of a rich farm market now avail- 
|} able as a package network. One 
| loz rate to reach an area equal to 
57% of the people, 64% of the 
buying pdwer of the entire state 
cf Nebraska. Almost a_ Billion 
Dollar Market you can reach ‘ 
for less with the Inland Group. 
Nire or write for immediate avail- 
abilities 


~ 


BASIC “MUTUAL” 


0.5 MV. M Contour Com 
puted from engineering 
data furnished the com 
mission by Iniend Eng 

neering Department & 
Commercial Radic 
| Equipment Co. 


THE INLAND BROADCASTING 
COMPANY 


General Offices 
Saunders-Kennedy Bldg 
Omaha 2, Nebraska 
Paul R. Fry, Vice President ar 
General Manager 


Mm WEED & COMPANY. National Representatives) 
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, 1947 
5: s IPI Launches 12th | M Wi Roebuck & Co. 68-cent sale, a $68 | ; H 
Biggest Campaign Annual Bean Contant W PS ill Spend |fur store sale, and 68-cent lunch- | Appoints Dively ;, ; 
Planned for ‘48 neste » $46 000 Pp : ‘eons by restaurants, promoting | George S. Dively, vice-presi- 
“Printing and a Free Economy” ’ romoting | the dial change a general manager of Hur- 
. is the subject of the 12th annual ° . 11 als ; ‘<p | ris-Seybold Company, Cleveland, 
) ord Truck Line essay contest co-sponsored by In- | Power, Dial Shift why = rire pn pyre jhas been elected president and 
(Continued from Page 1 ternational Printing Ink and Na- at er | + eel - 4, | general manager of the company, 
a g ) . tional Graphic Arts Education As-|,. MEMPBIS Station WMPS here | ener, which Mr. Krelstein be- | succeeding the late Alfred Stull 
€nton, publications, outdoor posters, dis- | sociation. The contest is open to !S spending nearly $50,000 in 30) lieves will have about a 25,000, | Harris. 
“1 the plays, radio and direct mail. any student 21 or under from any | days time to tell listeners of its /50-cent paid circulation in this | 
€rseas Other media will include a fea-| accredited high school. Students Change in dial position. |area, and which will accept ad-| 
two Mure-length motion picture; three|below the ninth grade are not; Harold Krelstein, vice-president | vertising. | 
1esday found slide films, one in color; a eligible. | and general manager of the ABC The station is owned by Plough, 
ate. ariety of charts; animated ex- a two best essays from each affiliate, said the statiom will spend | Inc., maker of St. Joseph’s aspirin 
make (pibits; sales manuals and techni- school entered in the contest must} $46,111 on the promotion, most of|and other pharmaceuticals. 
- be sent to Fred J. Hartman, edu- | ; . 
during fal bulletins. cational director of National| 2° Sum to go into space in 75 
erseas {| Truck and fleet sales managers,|Graphic Arts Educatio -,_|newspapers in cities near Mem- , . 
1g re. (pr. Davis said, have been given a reg 412 National » saan _phis which WMPS will serve. The| Appoints Dr. Ludwin 
Ng up fRomplete suggested program for | Trust building, 719 15th St., N. W.,|Station’s wattage has been in-| Dr. Leonard Ludwin, formerly 
ut the Mholding pre-announcement meet-| Washington 5, by midnight Dec.| creased from 1,000 to 5,000 watts director of research in the depart- 
erma. ngs with dealers in their respec- | 15, 1947. |nighttime and 10,000 daytime, and|™ment of international operations 
retary ive territories. samaieatinte ‘it has moved from 1460 to 680 ke. | 0f McCann - Erickson, New York, | 
sd ty | “The entire program is keyed to| McCann-Erickson Shifts on the dial. has been appointed head of the 
r than preparation of both wholesale and | “Now 68 ¥ Radio” ill — ae - — oo 
han mre! yer . ir ~ E. Walter Geckler has been pro- w on Your Hadio” Willlreau, an affiliate of Pacific Na-| 
ng his #feta'l sales personnel tor competi- | moted from media director to an| be promoted in full-page space in| tional Advertising Agency, Seattle. | 
jve selling conditions,” Mr. Davis | account executive in the Minne-| Memphis and nearby dailies, in ccneursimeromnenaianansie 
t Sec- fRdded. “There is already con-|apolis office of McCann-Erickson.|car and wind . . 
© con. ffusive evidence in many places|Katherine Fitzsimmons, office| povelty Rn a Be oe ei Chicago Agency Moves | 
nt, as Ebat the truck business is in a buy- | anager, has been named to suc- |. sbilirat ; McGiveran - Child Company, | 
. ceed Mr. Geckl ian |ings. Trade publications will be : a 
of the s market. —— eckler, and Marian | a Soh wiiion a ill b Chicago agency, has moved its 
Scien. Mf He said no date has been set for Carlson to succeed Miss Fitzsim- | — a woe wo ee Ol omen oe Meeer quarters at 168 Ft. 
ies, public unveiling of the 1948 mons. | parade of 68 Ford autos, a Sears,| Clinton St. 
ehicles. 
Init [kaISER-FRAZER PLANS 
Pres, W $2,301 SEDAN 
Soca Derroit—Kaiser-Frazer Corpo- 
sanized pation produced its 100,000th au- 
Amerj- @pomobile last week and marked 
rtising HRhe occasion with introduction of 
group, he Kaiser Custom, a_ luxury 
n Cin- edan. 
bus, is The sedan, fourth in the K-F 
Tag ine, will go into volume produc- 


ion immediately. 

Although details of the firm’s 
dvertising schedule were not dis- 
losed, it was learned that Swaney, 
rake & Bement, agency handling 
the account, has already prepared 
un extensive newspaper campaign. 
4 spokesman for the agency 
pointed out that the auto industry 
newcomer had increased its news- 
paper coverage from 250 to 1,000 
reeklies and dailies within the 
ast three months. 


New Features Included | 


The new sedan follows the style 
ind design of the company’s other | 
nodels—a low body with flowing | 
ines. Special features will in- 
center arm rests in both 
and rear seats, Airfoam | 
cushion seats, white sidewalls, | 
hrome rocker panel moulding and | 
lew signal installation. | 
Mechanically, the car will be) 
he same as the other models. The | 
actory list price was quoted at | 
2,301. 
Co-founders Henry J. Kaiser, | 
hairman of the board, and Joseph | 
W. Frazer, president, congratu- | 
ated workers at a ceremony at) 
ne Willow Run plant as the. 
00,000th car came off the line. | 
Since the first hand-made K-F | 
vas completed May 31, 1946, | 
ne company has become the) 

largest producer of auto- | 
es in the industry. 
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’ Every calf in the Memphis 
Market is “horn to the 
purple,” representing a 


oins Coal Institute | 


. A. Day, a veteran of 15 years | 
al public relations and pro-| 
nal activities, has joined the | 
iinous Coal Institute, Wash- | 


war 


For the past 216 years he | royal $4 0,000,000 Live- rs s ~<t 4 ¢ 7 . 4 
een with Bituminous Coal | Sanit Pe Pay “gs; be) Se, a 
ch, Pittsburgh, handling| stock Industry—part of the pa Pers Sek ONL EY, oy Ne 
relations for a program | ae 4 P mg Rl ed I 
ted by nearly 300 coal com- | billion-dollar sales poten bi shin SR aes it ae 1é 
and associations, 15° rail-| ; tial offered advertisers [24s Ser - 
and several equipment} ) Sas A) ee Ay SW a $ ) Tins 
icturers. His previous ex- il through the two Memphis 3 wa N Wy /s Se =, cal Sy a8, 4 
e includes service with Ap-| ( Pa PR WEY “a i "ioe > Ye ih 
an Coals, Inc., as publicas | 2° newspapers. : ts ‘ ate eae PT, e.. "Pa 4 
nd advertising executive. | de = Pa tl, \) A ee of 
ma; Se a ~~. io xe > ~ ’ 2 2 
—_ dunches New Line ee EN gl. og ee hae Pa 4 
erie ~~ +4 - te ¢ . “pall + -—* J > 
ce Grammes & Sons, Inc., f >... ~ <i & 7* 
tment & wn, Pa., is introducing the AES OL ; > a & 5 ae 
weaie we, FU 8 | fo eee a ae ee rag 


ne of Grammes Colorplate | 
ire with ads in Gift & Art| 


ASTING ee . regen 
ampaign which includes a | . = 
‘ re llustrating the complete The Memphis The 
Jent ews s j 
a Me cacti ote | PRESS-SCIMITAR . COMMERCIAL APPEAL 
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Playhouse Names Agency 


The Playhouse, Albany, which 
will bring legitimate theater back 
to the New York state capitol, has 
appointed Nolan & Twichell Ad- 
vertising Agency, Albany, to han- 
dle forthcoming radio, 
outdoor poster and newspaper 
campaigns in surrounding coun- 
ties. 


Largest PAID Circulation — by three i 
_ times—of any magazine covering ' 
| the entire industry. ...and a total of a 
: 
1,000 reavers montniy i 


(Tops in the field) 


| i 
4 
| 82 Wall Street, New York 5, N.Y. |) 


car card, | 


al 


Football News 


Fills La Guardia’s 
‘Mutual Niche 


New York—The Mutual Broad- 
casting System will not attempt to 
find a commentator to replace the 
\late F. H. La Guardia. 

For the time being at least, the 


a roundup of football news, with 
Johnny Bosman, MBS staffer, at 
the mike. 

Mr. La Guardia’s commentaries 


Mr. Bosman will be carried sus- 
taining. For the past six or seven 
weeks, during Mr. La 
serious illness, a group of big name 
figures filled in for 
Saturday 7:45 p. m. spot. 


'4 to de Sauve-Pine 


De Sauve-Pine & Associates, 
| Providence, R. I. has been ap- 


| of Jacob Light, Inc., store fixtures; 


spot formerly occupied by the fiery | 
little ex-mayor will be devoted to | 
were offered as a co-op show, but | 


Guardia’s | 


himeon the 


Advertising Age, September 29, {947 


LAUNCHED—Three execs who had a hand in the recent restyling of American 

Magazine appear happy about the manner in which an exhibit of the maga- 

zine's September issue has caught the public's fancy. Left to right are Editor 

Sumner Blossom, Publisher J. Barret Scarborough, and Art Director Richard S. 

Chenault. The public viewed material used in the restyled magazine at the 
Park Ave. studio of Barry Stephens. 


Myers, Publisher 
of ‘Architectural 
Forum,’ Dies 


New YorKkK—Howard Myers, 5) 
for 23 years publisher and edito, 
of Architectural Forum, died of , 
heart ailment Sept. 18 at his | 
here. 

Mr. Myers became vice-prej. 
'dent of the magazine in 1919 ang 
was made publisher six years 
later. Time, Inc. acquired it jp 
| 1932, and Mr. Myers continued a; 
| publisher. 
| After an initial year with Conde 
| Nast Publications, Mr. Myers de. 
| voted his entire business career to 
_ the building field. He was map- 
ager of the housing department of 
the National Lead Company from 
1915 to 1919. He also served as 
| president from 1929 to 1930 of Na. 
|tional Trade Journals, a corpora- 


ome 


Suzanne Perfumes; B. F. Goodrich | stone Auto & Home Supply Store, 
P |pointed to handle the advertising Stores, automotive and allied sup-|all in Providence. 
|plies and equipment, 


and Fire-| radio. 


All will use 


tion that published a group of 
business papers, including Build- 
ing Age, Good Furniture, Heating 
& Ventilating, and Building Ma- 


WAITING LINE 


__jq 


Hi; 


My 
tk 


ea aaa 
AUTO PLANE 
[AUTO PLAN 


iin 


“Stage- Door Johnnies” 


....-1947 Version 


[he longest waiting line this nation has ever known is the line-up of folks 


waiting impatiently for shiny new cars rolling off production lines of Detroit's huge auto plants. 


Yow long will it take for this waiting line to be served? Detroit’s production experts 


say several years, even with steady full-time employment of over a million Detroit workers. 


Phat’s what makes Detroit one of the nation’s most stable markets, with assured buying 


power through the years ahead. 


70 tap this wealth, advertisers most logically use The Detroit News... with the largest week- 


day circulation of any Michigan newspapet 


oTreatest 
wondet { 


ceca 8 
Litt ( 


in advertising 


COVCT. 


we in the greater-income 
hat The News leads consistently 
lineage in Detroit. 


group. 


. and with the 


It's 


Owners and Operators of Radio Stations WWJ. WWJ-FM, WWJ-TV 


terial Marketing. 


STEPHEN L. STETSON 

OrANGE, N. J.—Stephen L. Stet- 
son, 62, president of Stephen L 
Stetson Company, New York hat 
maker, died here in Memorial 
Hospital Tuesday following his 
collapse three days before while 
driving his automobile. 

Before founding his company 
in 1930, Mr. Stetson worked with 
his father, the late Henry L. Stet- 
son, in the No Name Hat Com- 
pany. His father founded the No 
Name Hat Company in Orange in 
1882, and chose the unique name 
+ avoid conflict with the John B 


Stetson Company, Philadelphia 
| hat manufacturer. 
Stephen Stetson’ entered his 


| father’s company after completing 
high school, and retired for four 
| years after the No Name firm was 
| sold in 1926. 

sees 


GUY WILLARD BOLTE 
| GREENWICH, CONN.—Guy Wil 
|lard Bolte, 59, for 11 years with 
| the United Newspapers Magazine 
|Corporation, publisher of This 
Week Magazine, died Sept. 21 in 
Greenwich Hospital after a brief 
illness. Before joining This Week 
| Mr. Bolte had been nationa! ad- 
| vertising director of the Barron G 
| Collier Corporation, an executive 
|of Hearst Publications, and adver- 
| tising manager of Cheney Broth- 
ers, silk fabrics manufacture! 


WILLIAM ETCHISON 

Cotumsia, S. C.— William P 
Etchison, 70, advertising directo! 
of the Columbia Record and State 
| died here Sept. 18 after an illness 
|of several weeks. A veteran of 39 
| years in advertising, Mr. Etchison 


was a founder of the Carolinas 
| Advertising Executives Associa- 
| tion. 

= COHN 


Cuicaco — Etta Cohn, for te 
|past five years advertising 
| ager of Dog World, died in Meme 
|rial Hospital here Sept. 19. 


GEORGE W. MASON 
Cuicaco — George W. M 

head of the Chicago office of 
|old Omaha Bee from 1900 to 1923 
died at his home here last M 
day. It was his 76th birt 
Mr. Mason was a charter m¢ 
of the Chicago Advertising 


ALLEN F. RADER 


LAKE GEorGE, N. Y. — Alle 1 F 
Rader, 61, who retired in 19 
eastern division sales manag‘ 
General Foods Corporation, 
of a heart attack Sept. 23 a 
summer home here. 
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ckman Heads 
_5. Committee 
Food Saving 


V¥aASHINGTON — A citizens food 


» 1947 


Last Minute News Flashes 
‘Schenley Distillers Advances MacDonald, Others 


New York—H. E. MacDonald, vice-president in charge of adver- 
 tising. merchandising and sales promotion of Schenley Distillers Cor- 


yers, 5) | poration, has been made vice-president and assistant to Lewis S. 
d editor mmittee headed by Charles | Rosenstiel, chairman of the board. Marketing of all Schenley do- 
lied of ; lan, president of Lev er Bros. | mestic whiskies has been placed under two divisions, with Dan Gold- 
his } onal pany, will in advertising director and Arthur Guyer sales manager of 

sf week to map a vigorous new | | Schenley Distributors, and Walter Greenlee advertising director and 
CE-p res). pais to sell Americans on 'B. C. Ohlandt sales manager of Three Feathers Distributors. Frank 
1919 anggmsting less food. | Johnson will assist Mr. Goldstein and K. H. Seidel will work with 
X year jamed by oo hh | Mr. Greenlee. 
+ : Muursday as the only immediate ° 
= i iE of getting emergency food to G-E Starts Fall Series for Auto Lamps 

FBrope, the committee will con- | BRIDGEPORT, CONN.—General Electric Company will use a half page 
th Conde mer 2" intensive advertising and | in the Oct. 4 issue of The Saturday Evening Post to introduce fall ad- 
yers de. go" mation program at trade and|vertising for G-E auto lamps. On the schedule are half pages in the | 
career {p)ggpsumer levels. Post Dec. 20 and Collier’s Oct. 11; full pages in the Post Nov. 22 and | 
‘aS man Appointment of the dynamic | Collier's Nov. 1, and pages in the October and December Popular 
tment (png Lever executive pointed to| Science Monthly and November and December Popular Mechanics. 
ny froma! More aggressive conservation | Batten, Barton, Durstine & Osborn, New York, is the agency. 
syvod ..ave than the government was ° . 

arved 3 S t= ied Ss Sent, es Starts Radio Drive for Borden Cheese ca a 
corpora.mittee of 26 leaders from in-| | | me York—Borden . cottage cheese will be plugged with station | 
sroup offMptty labor, agriculture and con- break and one-minute announcements starting next week over four 
g Build. mer groups includes: San Francisco stations. The schedule is to be increased later. The 
Heating Harry A. Bullis, president, Gen- | C@™paign is handled pid Young & Rubicam for the Pacific Cheese di- 
ling Ma. Mills, Inc.; G. R. LeSauvage, | Vision of the Borden Company. 

tional Restaurant Advisory) Beech-Nut Sponsors Freedom Train Ads | 
mmittee; John Logan, presi- N Y _s* oa » overt pete tite he full 
At National Association of Food EW ORK- arge newspaper adver isements carrying the fu text 
“ , of the Bill of Rights and the Declaration of Independence are being 
ains; John Holmes, president, -Nut Packi C amy in Mew York Cite. and other 
L. Stet-Mbift & Co; A. E. Staley Jr. run by Beech-Nut Pac ing ompal y in New Yo y, and othe 
aed : ’| newspapers concurrent with the arrival of the Freedom Train in those 
phen LE. Staley Mfg. Company; Paul |. Newell-Emmett C any is the agenc 

York hat(@Willis, president, Grocery Man- anaes — —w = B y- 

Memorial gjcturers of America; Harry W.| Lorillard Drops ‘Truth Glasses’ Copy Theme 
ving hisgjmsmaster, chairman, American New YorkK—P. Lorillard Company, which has completed its tests in 
re while™king Ass ocia tion; Eugene three upstate cities using a “truth glasses’ copy theme (AA, Aug. 4), 

yer, publisher, Washington| has shelved the theme, and will continue to use the “Treat Instead of 
compan Justin Miller, president, Na-|, Treatment” slant in its advertising. Lennen & Mitchell has the | 
ked with @§mal Association of Broadcasters; account. 
L. Stet-#§mes H. McGraw, president, Mc- 

at Com-[faw-Hill Publishing Company;|Ewell & Thurber Gets Yellowstone Whisky Account 
i the Nof#S. Repplier, president, Adver- LOUISVILLE — Ewell & Thurber Associates has been appointed to 
range ing#ing Council, and Chester Davis, | handle the account of Yellowstone, Inc., which plans to promote Yel- 
ue nameg™esident, Federal Reserve Bank} lowstone Kentucky straight bourbon, both bottled in bond and 90 | 
John B.@@ St. Louis. proof, via newspapers and outdoor. The agency’s Toledo office will | 
ladelphia@§The President indicated that! serve the account. 

ll responsibility for making food . ’ 

red hisfailable for export rests for the) Word Game Contest Pushes Pillsbury’s Flour 
mpleting esent on the success of the MINNEAPOLIS — Pillsbury Mills is launching a $32,900 word game 
for four{#ickman committee, since ration-| contest to promote its all-purpose flour, Pillsbury’s Best, with $5,000 
firm was[#é and other compulsory steps cash as the first prize. Four-color ads in national magazines and farm 

uld have to be approved by | publications, newspaper copy in key cities and Pillsbury’s “Grand 
ngress. | Central Station” radio program will promote the contest. 

The Luckman committee was | 

minded that Americans “can | . 

fuy Wil on the family budget and SULlivan, Stauffer Salad Bowl Gets 
ars with others at the same time” by | . ° : 

Magazine fducing the waste of food. ‘Appointed Agency | First Promotion 
of Ths eae | CHicaco—Phenix Pabst - Ett| 
re ¢ ae Fags, evore Post Elects for silver Dust |Company’s Salad Bowl snlad 
is Week » Advertising Men’s Post, No. | New YorK—Sullivan, Stauffer, | dressing is getting its first adver- 
eis: ‘ of ha American Legion, New |Colwell & Bayles has been ap- | tising promotion. 
sella: 1as nominated the follow-| pointed by Lever Bros. Company| In 38 selected markets across 
sarron G. iy slate of officers for election at/to handle the reintroduction of|the nation, 300 to 800-line news- 
xecululVe Hie annual meeting on Oct. 20: | Silver Dust, a granulated soap. | paper ads made their first appear- 
d adver- Hfmmander, Maj. Donald B. Mac-| Silver Dust was withdrawn | ance Sept. 3 in a 10-week intro- | 
y Broth- -r, head of D. Blair MacMas-| from the market in 1942 because ductory campaign. 
urel % mpany, public relations; of shortage of materials. It had Although the product long has 

‘tax ments, comm tae, of | been a leading seller up to that|peen marketed with the Pabst-Ett 
 & T. J. Ross, T. Roger | << eee, hw > 
‘ of American Le M |point. Both it and Gold Dust were |jine of cheese foods, mayonnaise, 

“wae segion Maga- | , Batten, Barton, Dur-| py. teeter 4 : 

—— Ralph T. Jones of James | handled by eee Soe pre |French dressing and sandwich | 
‘i fey, Otto Kinzel of Union Car-|Stine & Osborn, which subse-|- ead, the present drive marks | 
a le & Carbon, and Brig.-Gen. | quently resigned the accounts. |the start of full-scale product ad- 
nd Stat n J. Mangan of the Fifth Ave.| Gold Dust is on the market, but vertising. 

un illness Company; for adjutant,|is practically unadvertised and Copy boosts the “new and bet- 

ran of 39 @pes Evens Jr., American Legion | currently has no agency, John R.| ;__ recipe for this grand old favor- | 
Mtchisor Jazine; for finance officer, Al-| Gilman, vice-president in charge ite.” and the costlier ingredients 

‘arolinas #M,,~- Hearn, Potter Press; for | of advertising for Lever, told AA.| 1 #4 make it “smoother, more 
imacdias advocate, Joseph Quittner,| No starting date has yet been ar deco ak: ak an 

: for historian, Chet Geesey,| set for the Silver Dust campaign, @¢licious than ever, and at an un- 
» Magazine; for chaplain,| ang no budget is definitely set, believably low price. 
rank Peer Beal of Paddle | although it will probably be sub- Needham, Louis & Brorby han- 
Company, and for sergeant-| +,ntial. Silver Dust will have aj|dles the account. 
for the a ee ee da formula and new package, —— 

as 8 “ _ ‘and may be introduced with a| CBS re 

1 Mi ew Republic’ | new and sicutniiniellamamaaa Evening News Spot 

19. D ) Columbia Broadcasting System’s | 

Change Format . Production Men Meet nightly newscast from as 55-9 is| 
live with its Oct. 13 issue€,| The Production Men’s Club of| being discontinued by the net-| 
epublic, liberal magazine | New York will hold the first of its) work. The program has featured | 

M by Henry Wallace, will twice-monthly educational meet-| Bill Henry, sponsored by Johns- 

e of the its format to feature @ New | ings Oct. 2 in the meeting room of| Manville Corporation through J. 

ae esign, new typography and | the Old Brew House, 207 E. 54th! Walter Thompson Company, five 

dndeete fased use of illustration, ac-/ st with Charles Ziegler, of Con-| days, and Ned Calmer for Luden’s, 

ast to Michael Straight, pub-| solidated Production Service,|Inc., via J. M. Mathes, Inc., the} 

birt , —— scheduled to speak on “Plastics | rest of the week. 

me Bm ty will — include | and where they fit into mechanical| The five minutes will be added 

ng ock in some sections, Pri- | productions.” Non-members are|to 8:30 p.m. sponsors’ time, and 
for advertisers’ use. New invited, provided they are con-| except for Sati dave and Sundays, 
'c is now guaranteeing 75,-| nected with a New York advertis-| will be absorbed by current ad- 
id hopes to increase the ing agency. vertisers. 

: tee to 100,000 early in 1948. | ‘ = 

eee ane Introd New P 

1 1945 38 line Leaves WCAR Introduces New Pen Names Representative 

nag Welsh Mfg. Company, Provi-| The Battle Creek Enquirer and 

a am R. Cline, who joined dence, R. I., has launched a trade | News has appointed Sawyer, Fer- | 

5 ae WCAR, Pontiac, Mich., as| campaign to introduce the Welsh| guson, Walker Company 
23 a manager on Sept. 8, has| Classic, fountain pen retailing at/eral advertising representative, 
| $2.50. effective Oct. 1. 


as gen-| Chicago, 


ABRAHAM ¢ 


snvuis 
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| BRING ON THOSE YANKEES! 

HAWL DOSE BUMS—On Sept. 23, the 
morning after the Brooklyn Dodgers | 
clinched the National League pennant 
when the St. Louis Cardinals lost to the | 
| Chicago Cubs, Abraham & Straus, 
| Brooklyn department store, crossed the 
East River to run this challenge to the | 
Yanks in general New York City dailies. 


ITU's President 
Assails Denham 


INDIANAPOLIS — Woodruff Ran- 
dolph, president of the Interna- 
| tional Typographical Union, said 
| Wednesday that action taken by | 
| Robert N. Denham, general coun- | 
pew of the National Labor Rela- 


|more local “makes it abundantly | 
‘clear how one-sided beth the Taft- 
| Hartley Act and his enforcements | 
(of it are.’ 

| He referred to Mr. Denham’s 
|complaint filed in Washington that 
|the Baltimore unit is guilty of un- 


fair labor practice under the new | 
l\law by refusing to bargain with | 


the Graphic Arts League, repre- 
|senting 22 printing houses. 
| Mr. Randolph declared that the 

“Baltimore union did not break | 
off negotiations and even today is} 
available for further negotiations. 
Denham’s office has been concen- 
trating on the ITU.” 

He pointed out that ITU heads 
were to meet later in the week 
| here with representatives of the 
|American Newspaper Publishers 
Association “to attempt through 
| collective bargaining to adjust any 
outstanding differences.” 


M oConn- Erickson 
Hails Neighbor 


NEw 
| oldest 
Company 
ito move 


YorK—When one of its 
clients, the Standard Oil 
of New Jersey, started 
into its new building 
across the street, the communica- 
tions department of McCann-}| 
Erickson went into action. Cards 
in the agency’s windows, across 
51st St. in the Associated 
| building, spelled out “Welcome 
Esso.” 

| In moving into the 33-story 
|building, which looks down 
| Rockefeller Plaza from the north. 
'Standard undertook one of 
biggest moving jobs on record 
More than 1,500 van loads 
|moved, at night, from 
| buildings where Stand 
housed. The transfer 
|several weeks, but n 
will lose an hour of wot 
| simply be moved « ‘night 


on 


vor 
will be 
even 
now 
take 
‘partment 
it will 


rd 
will 
8) i¢ 
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Join Behel & Waldie 


| Clarence 


Olson, formerly as- 
| sociate art director of The Buchen 
|Company, Chicago, has been 
|named assoc vets art director of 


|Behel & Waldie 
Rok 


+ 


& Briggs, Chicago 
ert D. Galloway, for- 
with Feldkamp & Malloy, 
has joined the agency to 
layout and art produc- 


| agency. 
merly 


assist 
| tion. 


in 


|tions Board, against ITU’s Balti- | 
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Garner, Brown Will 


Headline ANA’s 
Annual Meeting 


New York — The program for 
the Association of National Adver- 
tisers’ sessions at Atlantic City 
Oct. 5-8 was completed last week, 
with Robert L. Garner, vice-presi- 
|dent and general manager of the 
World Bank, and Lewis H. Brown, 
|chairman of Johns-Manville Cor- 
poration, heading it up. 

A feature will be the first pub- 
lic showing of the ‘“Communica- 
tion Guides,” prepared by ANA 
| members as part of t:e ANA-Four 
| A’s joint effort to improve public 
| understanding of the American 
economic system, under the chair- 
'manship of H. M.S ackelford, 
| vice-president of Jonas-Manville. 

This session on Wednesday will 
be preceded by two days devoted 
to advertising and marketing, in 
| which members will hear about 
| basic data needed io set up an ap- 
|propriation, examine national 
| campaigns waich have been fol- 
lowed to tie point of sale, and 
| discuss such ANA activities as the 
i“Continuing Study of Business 
| Paper Reading.” 
| Other features will be panel 
'discussions on advertising, media 
jresearch and _ public relations, 
business and labor-sponsored 
| films, and new methods of trans- 
\lating economic data into easily 
understood terms for stockholders 
and employes. 


Permanent Special 
Budget Values Are 
Offered by Field's 


| CHricaco—Marshall Field & Co.’s 
'“hold-the-price-line” merchandis- 
ing policy has been activated. 
The plan, revealed a year ago, 
|aims at providing a list of 50 low- 
| cost items to span the basic needs 
| of the average American home. 
The new line of permanent values 
| bears the label ‘“Fieldbilt.” 
| The first 10 items, offered after 
la year of merchandising planning 
j}and production cost research, in- 
| cyide leather handbags at $8.50, 
men’s white shirts at $2.75, men’s 
shoes at $6.95, wool blankets at 


| 


$10, drapery fabrics at $1.75 a 
yard, and organdie curtains for 
|$2.95 a pair. 

| Additions to the line will be 


|made by the Chicago department 
store “as echt possible.” 

| 

| 


NAM Rialote — 


as 


| The National Association of 
| Manufacturers has appointed J. E. 
|Drew associate director of public 


| relations, 
|eration of 


rt 


yon 


ible for the op- 
units comprising the 


public relations division of NAM. 
'He joined the association last 
October an assistant to Hol- 
|combe Parke vice-president in 
i|charge of public relations, coming 
from the American Gas Associa- 
| tion, 1ere he served as assistant 


| direct { promotion. 


Kellogg Promotes List 


Kellogg Company, Battle Creek, 
has promoted Howard M. List to 
assistant to R. P. Olmstead, adver- 
tising manager. Mr. List joined 
Kellogg in 1939 as a salesman in 
ithe Chicago district, and since 
his release from the AAF has been 
in the home office advertising de- 
partment. 


Geyer Promotes La Sala 


Geyer, Newell & Ganger, New 
York, has promoted Anthony La 
Sala from traffic and production 
manager, a post he has held since 
jOlning the company (then Geyer 
Company) in 1932, to account ex- 
ecutive, in charge of the Lentheric 


account. 


Fisher Elected V.P. 

Pedlar & Ryan, New York, has 
elected Theodore C. Fisher, media 
director, a vice-president. 
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OU can’t see the beach for the people 
on it. The boardwalk is blotted from 
sight by the crowd. That’s Coney Island. 
New York’s playground by the sea. A half- 
million people a day. Forty million a season. 
Huge crowds are common wherever re- 
creation is offered—in baseball and football 
parks, amusement centers, resorts. People 
like to read about recreation, too. 

Three recent articles in The American 
Weekly brought the thrills of recreation to 
more than 9.300.000 families. “Tinker To 
Evers To Chance” (July 6. 1940), revealed 
the feud of three men who drew millions to 
America’s national sport. 

Another article, “Comeback of Honey 
Cloud” (August 31, 1947). took readers be- 
hind the curtain of horse racing. The third 
article, “Miracle Golf” (August 31. 1947). 
dealt with weekend and vacation recreation. 
Yet recreation is only one of the 12 basic 
human interests that move people to action. 


The 12 basic human interests 


‘Upon these 12 basic human interests, deep- 
seated in all of us. is based an editorial 


policy that has won the greatest reading 
audience in the world. Jt is the editorial 
policy of The American Weekly. 

The vital, real-life stories in this maga- 
zine appeal to readers everywhere, at every 
level of income, education or social position. 


Read in 9.357.277 homes 


The American Weekly reaches one out of every 


four families every week. It provides effective 


coverage in more communities of every size 
than any other publication. And it carries the 
advertiser's message at a lower cost per thousand 
than any other leading weekly publication. 


One advertisement— 18,000 coupons 


The full-page advertisement ofa well-known 
baby-carriage manufacturer in The American 
Weekly offered a booklet that drew over 
18,000 coupons, each accompanied by a 
dime. Several requests were from Europe. 
South America, Hawaii and other terri- 
tories. As the vice-president of the manu- 
facturer wrote to The American Weekly 
“these facts have demonstrated the real 
pulling power of your magazine.” 
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